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*How the Brodie 


TRUE ROTARY PRINCIPLE 


...assures full-capacity sustained accuracy 














___ The Brodie BiRotor design RALPH N. BRODIE COMPANY 
employs fully synchronized rotation of helical fluted san teandro, California, U.S.A. 
rotors that maintain complete static and dynamic bal- CA8LE ADDRESS: “BRODICO" 

. : st} A MT. VERNON, N.Y., 550 So. Columbus Ave. 
ance under all operating conditions. There are no sliding Ms S aiun. Li dea 
parts, no oscillating pistons to wear—no vibrations, nO SEATTLE 9, WASH., 221-9th Ave. N. 


° ° . CHICAGO OFFICE: 1227 Circle Ave., Forest Park, Ill. 
pulsations in the measuring chamber. LOS ANGELES 22, CALIF., 5401 Sheila Street 008 


With true rotary action—BiRotor action—the liquid 
moves freely and continuously through the rotors with- 
out interrupting line flow. There is no mechanical aa e 
friction in the measuring unit to cause wear or repair. 
With this sustained accuracy, there’s no need to baby 
a BiRotor—they operate up to full rated capacity. 
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Market expansion takes many directions...From its earliest days, Ethyl has worked 


side by side with the Oil Industry to broaden the total market for service station products. When 


“Ethyl” gasoline was first introduced, our program worked toward creating a market. Later, 


we figured prominently in the development of the gasoline-burning tractor—which opened up 
yet another market. Today, Ethyl is siill working to expand the market for the best grades of 
gasoline—through promotions with individual oil companies. And our current “Magic Circle” 
campaign—designed to increase sales of all service station products by promoting pleasure 
driving—marks the sixth year of “Drive More” activities. In short, by taking many direc- 


tions, Ethyl’s market expansion program has been a continuous service to the Oil Industry. 


ETHYL CORPORATION, new vork 17, N.Y. » TULSA * CHICAGO + LOS ANGELES 


ETHYL CORPORATION OF CANADA LIMITED, TORONTO + ETHYL USA (EXPORT) NEW YORK 17,N.Y. 
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You'll want to keep this excellent, practical working Catalog 


at hand. Lots of illustrations clearly show the cx mplete interchange 


ability of master gauged OPW KAMLOKS. Detailed recommendation 


and sizing charts, typical specials for unique ro) e)ilershalolal-me- late mmr len dvs) 
nformation will help you in planning, selection and determining ji 
stallation 


Just write us on your letterhead and it’s yours! 


Your fluids handling may well be improved with OPW KAMLOKS 
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w CORPORATION 


2735 Colerain Avenue @ Cincinnati 25, Ohio Kirby 1-5400 


No. 633-C COUPLER 
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GO WEST. That's a popular slogan in 
oil marketing these days, as half a dozen 
big companies move on the West Coast 
to fill out their national coverage. And 
with good reason, for the far West today 
is the country’s biggest, lushest gasoline 
market. The latter-day land rush is imag- 
inatively pictured on the cover by artist 
Vincent Coogan, who’s also cartooned 
the markets of New Mexico (NPN— 
Dec. *58 p80) and Ohio (NPN—June 
pll4). An up-to-the-minute field report 
begins on page 84. 


Top of the month... 


BIG DEALS. In other important news 
articles this month, NPN gives you the 
full story behind two market-shaking 
moves: Indiana Standard’s creation of a 
national marketing subsidiary, and Gulf’s 
purchase of Wilshire Oil. You'll learn 
how and why these moves were made— 
and what will happen in the future—on 
pages 81 and 83. 


BURNER SERVICE cost you plenty last 
season? It doesn’t have to. On page 98, 
you'll see how Standard Oil Co. (Ohio) 
keeps burner service losses in check— 
and how you can, too. 


JOBBER PROFITS. Whether you're a 
jobber or a major-company man who 
works with jobbers, you'll want to take 
a good look at the figures on page 125. 
Chances are you'll come up with some 
revealing comparisons. 


PIONEER OIL MEN are honored in 
this issue. In the first elections to NPN’s 
Oil Hall of Fame, two more great oil 
men join the 24 charter members elected 


Your Guide to the Market last year. To see who they are, turn to 


Editorial Ke 
. , This month’s marketplace page 180. 
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PURE helps jobbers 


build 
a bigger 


nest egg 








PURE’s lease-sublease plan lets you add more retail outlets now at remarkably 
low cost and you are not ‘‘tied up” indefinitely. It puts more money in your 
pocket when you’re ready to sell and retire. To get all the facts, just write 
or call our District or Division Manager in your area, or Retail Marketing 
Department, The Pure Oil Company, 35 East Wacker Drive, Chicago 1, Illinois. 


PURE believes in jobbers...BE SURE WITH PURE 
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Behind Our Headlines 





Farewell, Helen, and Good Luck 


HH" L. KELLER is a real NPN veteran, for 
she has been on the staff 41 years. This month, 
after all those years, Helen is leaving. 

Helen is one of those quiet workers who toil un- 
obtrusively in the background. In 
our masthead her position is listed 
as “advertising makeup.” That 
means that Helen is in charge of the 
placement and layout of all adver- 
tisements appearing each month in 
NPN. Most readers aren’t aware 
of this function because it’s an in- 
tegral part of the operating routine. 
You either take it for granted, or 
you don’t know about it. 

But this is an important assign- 
ment because good balance between editorial contents 
and advertising and good placement of ads are es- 
sential. It’s no good having two pump manufacturers, 
or other competitors, on facing pages. It’s good to 
have a variety and pace. 

Helen is leaving NPN because she reached retire- 
ment age last month. In 1919 she began working 
for Warren C. Platt, NPN founder and first editor 
and publisher, as secretary in the advertising depart- 
ment in Cleveland. When NPN was acquired by Mc- 
Graw-Hill and moved to New York in 1953, Helen 
came to Manhattan. 

All that time Helen has been a loyal, diligent, con- 
scientious worker with a friendly smile and most 
amiable disposition. On retiring, Helen plans to re- 
turn to Cleveland, which she still considers her home 
town. 

NPN appreciates Helen for her long service, her 
great loyalty, and her fine attitude. Good bye, Helen. 
Your many friends, inside the industry and out, wish 
you happiness and health in your retirement. 


Helen L. Keller 


It’s a Boy 

UST A FEW columns ago, I reported that Doris 

Wells, Mrs. James V. Miner, had left NPN to 
put in full time as a housewife. Now she’s a house- 
wife and mother. 

Her baby, Brewster, arrived July 1, weighing 52 
pounds. They’re both fine. 


Estate-Planning Reprints 


ES, WE STILL HAVE a supply of reprints of the 
b report on jobber estate planning published in 
May NPN. 
It has proved to be one of the best-received articles 
of the year. If you’re interested in reprints, just con- 
tact the NPN Reader Service Department. 


Viiesitinasiis Editor 
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THIS MAGAZINE 


ay 
~hepwne 


fora better 


measure of profit 


... yet it’s a complete 
truck metering system 
in one weight-saving compact 


Everything you need for accurate metering 
of fueloil or gasoline is built into one 
weight-saving unit in Neptune truck meters: 
an efficient air-release to remove 

slugs of air, a large capacity strainer 

to prevent dirt stoppages, a time-saving 
automatic quantity control valve, and 
confidence-building ticket-printer. 


Only Neptune gives you all these in 


“$0 little space, with so much saving in 
» Weight. Only three connections to make. 
No “extras” to buy . . . fewer chances 
© forteaks . . . less chance for 


improper installation. 


Most important . . . all these important 
accessories are designed by Neptune, 
assembled by Neptune, and calibrated as 
one unit by Neptune. 


Add Neptune’s splendid reputation for 
sustained accuracy and low maintenance, 
and you have the oil marketer’s most 
sought-after business friend. All sizes. 
Ask your Neptune Equipment Jobber or 
tank truck manufacturer for details. 


NEPTUNE METER COMPANY 

L/QUID METER DIVISION 

47-25 34th St., Long Island City 1, N. Y. 
Branches and Jobbers in All Principal Cities 


in Canada: Neptune Meters, Ltd., Toronto, Ontario 





“MAINTENANCE DOLLARS 
_ BECOME PROFIT DOLLARS- 
__ WHEN YOU SPECIFY 


DUPONT PAINTS!’ 


Jack Graham ought to know. As a member of 
Du Pont’s special Technical Service Group, he’s 
seen his recommendations pay off in terms of long- 
range cost reductions and job satisfaction for a 
variety of clients. Says Jack: 

“Profit dollars are hard to come by. That’s one 
reason Du Pont’s systems of maintenance painting 
can be so important to your operation. We help you 
turn maintenance dollars into profit dollars. For 
instance, at a normal profit margin of 5%, $50,000 
in savings—made possible by top-quality Du Pont 
finishes and technical assistance—is equivalent to 
the profit on an extra $1,000,000 of sales! 

“Naturally, to realize maximum return on your 
maintenance dollar, quality paints are a must. Too 
many maintenance men have discovered, belatedly, 
that initial purchase price is an inaccurate de- 
terminant of value. Equally important are such 
factors as applied cost and job life. Which brings 
us to another reason why DuPont paints are so 
often specified. 


“You see, we spend enough time in your plant, 
examining equipment and conferring with main- 
tenance personnel, to get a thorough understanding 
of your particular problem. Then we help you 
develop a step-by-step program geared to achieve 
maximum protection against every corrosive con- 
dition —at lowest cost per square foot per year.” 

If you have a maintenance problem you'd like 
to talk over with an expert, there’s a man like Jack 
Graham —skilled, experienced, a “pro” in his field 
—ready to serve you. Just call your local Du Pont 
district sales office. Or write: E. I. du Pont de 
Nemours & Co. (Inc.), Finishes Division, Dept. 
NPN-68, Wilmington 98, Delaware. 


* * * 


Trained as a chemical engineer, J. A. Graham joined 
Du Pont 15 years ago. Since then, he’s devoted his time 
and talents to becoming a specialist in the field of in- 
dustrial maintenance painting. In Detroit, Cleveland, 
Los Angeles and Philadelphia, he’s helped solve prob- 
lems of paint maintenance for the automotive, aircraft. 
steel, petroleum and marine industries. Now Eastern 
District Manager, Industrial Maintenance Sales, Jack 
is a member of the Corrosion Engineers Society. 


PAINTS 


BETTER THINGS FOR BETTER LIVING ... THROUGH CHEMISTRY 
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Letters 


About the oversupply of gasoline . . . retail 
trucks with aluminum tanks . .. more comments 
on a ‘one-roof’ heating-oil organization 


To THE EpiTor: 

I entirely agree with your editorial 
“Why Not Refine Just What’s Need- 
ed?” (July page 117). 

Sitting up here, practically at the 
end of the line, we suffer because of 
policies engaged in by major oil com- 
panies who should know better, and 
we are powerless to correct the situa- 
tion. I refer, of course, to the gasoline 
market which seems to be steadily get- 
ting worse. In this small community 
of Plattsburg with a total population 
of 20,000, we have 48 service stations 
and more are being erected. 

On Aug. 1, I will celebrate my 35th 
year in the oil business, and, looking 
back, it seems to me that there never 
has been a time when we operated 
with complete serenity and with no 
problems. The situation will have to 
get so bad that the majors in self-de- 
fense will straighten it out, but, mean- 
while, we all suffer. 

BERT COPELAND 
Copeland Oil Co. Inc. 
Plattsburg, N. Y. 


mI read with interest the article 
“More Tank-Truck Payload” (July 
page 161), and I am going to have 
our operations people do a _ pretty 
careful analysis of this procedure 
which Bob Watt, out in Seattle, has 
applied to deliveries. Off the top of 
the head, however, there are some 
comments which come to mind. 
Noting the tank capacity which he 
is dealing with, I must assume that 
Seattle has weight restrictions which 
are more rigid than Massachusetts, 
since most of our best dealers and 
jobbers are using 3,100-gal. steel tanks 
in this market, which get inside the 
load limit rather nicely. Nonetheless, 
it would be worthwhile investigating 
the possible savings which could be 
achieved by stripping down and going 
to aluminum in these tank sizes. 
When you do get into the 3,200- 
3,300-gal.-plus capacities, you may be 
beyond the limit of certain automatic 
transmission equipment. Bob’s 
problems with rear ends, which he has 
eliminated with an automatic trans- 
mission at $376 extra, can also be 
eliminated by eliminating two-speed 
rear ends and using a simple single 
reduction rear axle sized properly for 
the equipment and driven by an ade- 
quately sized engine. There is no 
doubt that driver fatigue would be 
considerably lessened with the use of 


automatic-transmission equipment. 
We shall be watching interestedly 
as Bob and others get more experi- 
ence with this new device. 
THOMAS J. SCOTT 
Buckley & Scott 
Watertown, Mass. 


‘One-Roof’ Reaction 


>I am in complete accord with the 
merging of all groups connected in 
the sales or promotion of heating oils. 
However, I would like to express my 
doubts as to the method in which the 
“No. 1 spot” will be filled. Will he 
come from the suppliers’ organization 
or the dealers’ group? Or will he be 
picked from the outside of the indus- 
try? I feel that a “top notch” leader 
should come from outside of the oil 
industry. 
GEORGE M. BASTA 
Manager 
National Oil and Burner Co. 
Reno, Nev. 


>I read with keen interest your edi- 
torial “ ‘One Roof’ in Trouble?” (June 
page 107). I think it is a very timely 
discussion of an item which is of great 
concern to all fuel-oil merchants. 

I share your views with the concern 
over the delay in organizing a national 
association to handle this project. Ob- 
viously, when so many interests are 
involved it becomes rather difficult to 
proceed with dispatch in consolidating 
the various groups into one strong 
association. 

However, I am of the opinion that 
some of the delay has been caused by 
personalities rather than deterrent 
opinions. I sometimes wonder whether 
the drive for organization is losing 
some of its initial momentum, and I 
know that the same concern has been 
expressed by other fuel dealers, as it 
was one of the topics discussed among 
members at the recent NOJC meeting 
in Washington. 

Let us hope that a speedup program 
will take place, particularly in view of 
the discussion at the API meeting in 
Cleveland. 

I am very much concerned that 
when and if the association is formed, 
its success will depend to a great de- 
gree upon the selection of a strong 
and vigorous chief executive. Unless 
the right person is chosen, this project 
can never get off the ground... . 

We all realize that this project is 
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Superior quality forged body-* 
— precision machined 
Uniform wall thickness es 
—no weak spots “4 
Extra heavy reinforcing rim 
larger diameter cam ears 
for longer service life 


Hi-Strength 
forged 
handles 
—greater 


economy safety and i 
longer 3 
service 

Uniform heavy 
wall thickness 


—no weak spots 


Recess retains gasket 
in coupler and assures 
proper placement 


your best buy is 


EVER-TITE 
-the best quality 


quick couplings 


Bronze 
Aluminum 
Stainless 
Carbon 
Malleable 
Hastelloy 


You save time and 
money when you use 
EVER-TITE 
COUPLINGS, because 
you get speedy 
deliveries—no leaks. 
The tightness is 
predetermined in 
manufacture so you 
can be sure with 
yr ent EVER-TITE. 
and The EVER-TITE 

: = trademark is a 
hallmark of 
dependability. 
EVER-TITES do the 
best job in the trans- 
fer of every type of 
product through 
hose or pipe. 


Get EVER-TITE and 
get the best. Ask your 
distributor now. 
EVER-TITE COUPLING CO. INC. 
254 West 54th Street 
New York 19, N. Y. 


—precision machined 


Superior quality forged body ia ; 
—accurate tolerances } 


i” EVER-TITE 
Standard 
Adapter and Coupler 


Coupler 


EVER-TITE 
Shank 
Hose 
Coupling 


Dust Cap 
EVER-TITE Dust Protectors 


9 





500. 


CONTROL VALVES 


AUTOMATED 
REMOTE CONTROL 


For Remote Control, Pres- 
sure Regulators, Differen- 
tial Pressure, Rate of Flow, 
Pressure Relief, Multiple 
Pilot Operation, Non- 
Surge Check Valve. Oper- 
ates on balanced line pres- 
sure, handling oil, gas, or 
water in sizes 2 in. to 12 in., 
up to 600 psi and 150° F. 


SEND FOR FULL DETAILS, TODAY 


RALPH N. BRODIE CO. 


San Leandro, Calif., U.S.A. 
Cable Address: “BRODICO" 





Letters 


several years overdue, and those of us 
engaged in marketing heating fuels 
realize the absolute necessity for co- 
operating fully in the establishment of 
a strong national association. How- 
ever, it appears to me that most of 
the play has been taken away from 
the distributors and jobbers, and, from 
what I can gather, it rests principally 
in the hands of the API fuel commit- 
tee. I know that a number of mem- 
bers of this committee are thoroughly 
dedicated to getting some speedy ac- 
tion, but I am afraid that some of the 
other members are only giving this 
project lip service. 
W. D. RoTH 
The Dahl Oil Co. Inc. 
Norwich, Conn. 


PI have felt for some time that there 
hasn’t been a close enough relation- 
ship between the various oil groups, 
and that our industry has been the 
loser because of it. In the area of con- 
sumer promotion this lack of cooper- 
ation has been particularly evident. 
Too many people think of gas and 
electricity rather than oil when the 
phrase “modern heating” is mentioned. 
I feel very definitely that merger is 
the answer, but as you stated so well, 
delay is dangerous to the success of 
the program. 
ARNOLD MADSEN 
President 
Madsen Service Inc. 
Minneapolis, Minn. 


Cost Confusion 


PIn your article “Low-Cost Bottom 
Loading” (NPN—June p156), you 
state that the cost per compartment 
is $94. I believe you meant to state 
that the cost per compartment is $94 
over and above the cost of each com- 
partment on conventional trailers. . . 
The reason for my drawing this to 
your attention is that it has put us in 
an embarrassing position. . . . Oil 
company engineers are contacting us 
and wondering why our system is 
more expensive than the $94 system, 
as outlined in NPN. We believe this 
charge is for the 2!4-in. vent, float, 
float valve, and copper tubing. 
R. F. WHEATON 
Wheaton Brass Works 
Union, N. J. 


Editor’s note: So there won’t be any 
misunderstanding, the $94 is Pure’s 
estimate of the cost of the automatic 
shutoff device that must be added to 
each compartment to equip it for bot- 
tom loading. It doesn’t include the cost 
of the emergency valve, which must 
be installed no matter how the truck 
compartment is loaded. 





ARLINGTON .. 


5 ; WAY 
Pie 22 nlation 
E aack 








effective 
training 


Write as you talk, command atten- 
tion with paper pad or chalkboard 
speeches. Can be used for flip chart 
or card chart presentations. 


Easel folds in a 
jiffy. Lightweight, 
easily carried 

in case. 


Hinged clamp 
makes pad 
changing easy. 
Four leg 
construction gives 
extra rigidity. 


Arlington's easel is 72” high and features 
a chalkboard 29” x 40”— weighs 15 Ibs. 
405—5-way easel 

410—4 paper pads 

412—Pad clip (holds charts flat) 
414—Easel carrying case 
430—Flannelboard accessory ... 


SERVICE 
STATION DISPLAYS 


Arlington also manufactures 
outdoor and indoor poster 
frames and merchandising dis- 
plays of light, bright aluminum 
—made to last, made to sell. 


ARLINGTON 


ALUMINUM COMPANY 


W. Davison Detroit 23, Michigan 
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- flilling up the tanks 


oy 
Va, 


SERVICE STATION 
AIR HOSE 


“E C’ HEAVY-DUTY 
WASH RACK HOSE 


or giving tires the aiv...... 


There’s no percentage in gambling on second-rate hose—for your gas pumps 


—the grease rack —air station—or the radiator replacement hose you supply 
a fg ‘nose customers. 


In fact, every hose used around a well-run, modern station calls for the kind 
of dependable quality Goodyear hose always gives you. You can be sure it 
will pay off in longer, more trouble-free service despite the exposure to oil 
and rough handling most hose gets. 

So why settle for less than Goodyear quality in any hose you use or sell? 
Contact your Goodyear Distributor—or write Goodyear, Industrial Products 
Division, Akron 16, Ohio. EC, Wingfoot —T. M.'s The Goodyear Tire & Rubber Company, Akron, Ohio 


..the big name in hose is 


GOOD7YEAR 


THE GREATEST NAME IN RUBBER 
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ROBERT J. DICRISTOFARO, 
OWNER of DiCristofaro’s 
Gulf Service Station. 


MODERN EXTERIOR of this progres- 
sive Pittsburgh service station. 


7 


f leap ie 0 Our 


S$] 
is é RO IMs 


“Our C@alional Incentive Plan 
saves us *2,/00 a year... 


THE NATIONAL INCENTIVE PLAN pro- 


motes increased employee participation. 


pays for itself every 11 months 1’? __Dicristofaro’s Gulf Service Station 


Pittsburgh, Pa. 


‘‘Since installing our National In- 
centive Plan, the attendants are 
making more money, and so am I. 
“One important reason why our 
attendants are making more money 
is that each man now has his own 
cash drawer and sales total. His 
earnings are determined by how 
much he sells. Naturally, he takes 
a greater interest in the business for 
he is now part of the business. 
“My profit has increased due to 
the National Incentive Plan. Our 
National System has given us sub- 


stantial sales growth. Through the 
greater control it furnishes, we have 
eliminated cash shortages and are in 
better command of our business. 
“For these reasons and many 
more this system is paying great 
dividends to us. Our National In- 
centive Plan saves us $2700 a year 
. pays for itself every 11 months.” 


Owner of 
DiCristofaro’s Gulf Service Station 


THE NATIONAL CASH REGISTER COMPANY, payton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES * 76 YEARS OF HELPING BUSINESS SAVE MONEY 


NATIONAL 


Your service station, too, can benefit 
from the many time- and money-saving 
features of a National System. Na- 
tionals pay for themselves quickly 
through savings, then continue to re- 
turn you a regular yearly profit. Na- 
tional’s world-wide service organization 
will protect this profit. Ask us about the 
National Maintenance Plan. 

(See the yellow pages of your ohm 
phone book.) 
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Money-Making Ideas 


Gasoline as a premium 
... how classified ads 


can snag new business 


TEXACO dealers in the Pittsburgh 
area offer 5 gal. of gasoline as a 
premium to motorists who come in 
for a seasonal check-up. 


$ 

CONOCO dealers in Hot Springs, 
Ark., recently got together and pur- 
chased 1,000 cigarette lighters, each 
imprinted with dealer’s name and 
address. A lighter went to everyone 
who made a purchase of $5 or more. 
Result: more new customers. 


$ 


CLASSIFIED ADS _ in_ newspaper 
“for rent’ columns have scored a | 
5%-10% monthly sales boost for a | 
Conoco dealer in Denver. The ads | 


» 
plug compact- and foreign-car serv- o ] 
cing, feature a cutrate carwash price | Designed for TBA Profits! Here’s why: 
for the smaller cars. 


¢ e COMPLETE LINE —reinforced and regular grades, a 
size to fit any vehicle. 





TIDEWATER JOBBER Charles 
Reinauer has acquired a good pub- ; . t 
lic-relations gimmick at a total cost @ QUALITY PRODUC T—gives customer satisfaction, 


of $22.90. He purchased a model kit builds profitable repeat business. 
of a refinery and oil field, then built 
both. The models are loaned to 
schools in the jobber’s marketing area e PACKAGED—more effective 


as an educational display. 


$ 


ATLAS TIRES has suggested a way | e ADVERTISED 

to keep station personnel busy in | —to your dealers. 
slack periods: recondition used cars 
for local dealers. Attendants can pol- 
ish them, put on seat covers, replace CAMPBELL CHAIN COMPANY 


window glass, and do other jobs. YORK, PA. 


$ 


TWO TOY AUTOS can serve as a 
substitute for a full-scale demonstra- 
tion of the benefits of wax-polish 
treatment. The pair can be displayed 
in the station show window to show 
the contrast between a gleaming wax 
job and a dull, dirty finish. 


i . por PEN Soave time . . . Save storage space with these new Searle Nozzle 

A SMART community-relations move 7 C . Repair Kits. Each kit contains most commonly replaced items 
Ds a pre a for quick easy repoir. 

Wes made by Esso dealer Glenn Mull - 2 * oR SEARLE also make a complete line of gaskets & packings for Service 
when he presented a check for $125 wr ‘ Be “ ¢ Station dispensing & hydraulic equipment. 
—the receipts from washing cars o> Write for 
for a week—to the local March of y ; complete 
Dimes campaign. Local publicity was | Js information 
heavy. — 





display, easy handling. 





earle LEATHER & PACKING CO. , P.O. Box 32188 
2105 N. Marianna Ave. Los Angeles 32 





August, 1960 * NATIONAL PETROLEUM NEWS 





and now 


PATENT CHEMICALS 


the Pioneers in Petroleum Dyes 


OFFERS 
E FORMS OF COLORANTS 


GRANULATED: 


free flowing, uniform, lump-free, dust-free, low- 
bulk; extraordinary tinctorial values. 


FLUID CONCENTRATES: 


liquid for cleaner, easier use; eliminates pre-dissolv- 
ing, dusting, operator exposure * less skill and equip- 
ment required « introduced directly into product it 
is the answer to bulk, tank-truck, tank-car, barge, 
terminal and pipeline coloring + involves no addi- 
tional cost compared to ordinary dry dyes and can 
be used with dye eductor equipment. 


POWDERED: 


free flowing, non-caking, excellent solubility, stable, 
long storage characteristics. 


FOR USE IN 


Gasolines — Jet Fuels — Diesel Fuels — Fuel Oils — Lu- 
bricating Oils—Automatic Transmission Fluids—Break-in 
Oils and Greases. 


Dyescan "ig Additives, Rust and Corrosion inhibitors, Anti- 


be woes " be : Static Agents and Markers for Gasolines, and 
customer : 


specifications. 
Samples and 
description upon 


request. D> 
soracanns oF 8 cnt PATENT CHEMICALS INC. 


Manufacturing Division 
the pioneer in 335 Mclean Bivd. Paterson 4, New Jersey 


petroleum PATENT FUELS & COLOR CORP. 


Marketing Division 
ayes 2410 Carew Tower Cincinnati 2, Ohio 
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tit OIL FILTER 














Quickest $322 profit your dealers can make! 


Figure it out yourself! Average dealer profit on 
an oil change—-$1.25. Average profit on a filter— 
$1.75 including the extra quart of oil. And fast- 
moving filters mean volume! There’s extra satis- 


THE STANDARD EQUIPMENT LINE 


faction too, when your dealers give customers 
their money’s worth in Purolator quality and per- 
formance. So strengthen your profit structure 
with the Purolator filter line. 


‘‘Purolator’’ Reg. U. S. Pat. Off. 


PUR LATOR 


OIL. AIR AND FUEL FILTERS 


PUROLATOR PRODUCTS INC., RAHWAY, N. J.; TORONTO, ONTARIO, CANADA 
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Increases 


a . _ Pe | : Tire Sales 
DLL-A-DOOR ») ™:"* 
Tire Merchandiser 
and Warehouse 200% 


vw TIRE BARGAINS 4-7 
trade For Safety E Savings 


Liberal Tradein Alowence iia Setety | 


Grr igre mm Pr 


’ 


stegueets Pi 


and Storage for hannibal 108 Tires 


Field tests have been completed. Dealers rate the ‘Roll-A-Door’ unit will pay for 
everywhere report tire sale increases up to itself in a matter of months.” 

200% : re a 

200%. A Durham, North Carolina service yoy too, can make greater sales ... greater 


mane Pogue fy ae peng i - profits with the ‘Roll-A-Door’ Tire Merchan- 


sold 72 tires in comparison to the 25 I nor- diser. Write or call for full information and 
mally sell... an increase of 188%. At this price today. 





TIRES 


incagaee lina , 
Easy BupeeT Terms oe TIRE BARGAINS oe] Easy BuoseT Teams | +» Time BARGAINS 
(bere ete m Mowerce Troe For Savery & Savemes Sera’ Vege a Momeoce | Trote For Sate"y & Saving: 























| | ch iho 


}. 28 ft. >| }+-_———- 15 ft. ——_—»} 











BETTER APPEARANCE — Handsome profile matches the finest . EASIER AND SAFER TO OPERATE — Double track, both top 
service stations. No unsightly bolts, joints, ribs or hinges and bottom, eliminates danger of floppy hinged doors and 
are exposed. wind damage. 

ROLLING DOORS — Monorail suspension and ball bearing . IMPROVED AD COPY ARRANGEMENT — Advertising message 
rollers make opening and closing easy. Doors are safely is always visible. Doors offer a completely smooth, flat 
secured with one lock. surface. Doors 742 by 712 feet. Colorful copy is baked on 

. BETTER PERFORMANCE, LONGER LIFE — Made of bonderized to insure long life. 

steel with baked-on enamel finish. Roof is heavy, ribbed . EASY TO ASSEMBLE Because support members are sub- 
aluminum. Structural members are factory welded for better assembled and welded, there are fewer parts to put together 
alignment, more rigidity and easier erection in the field. in the field. 


The ‘Roll-A-Door’ is easily installed on existing black-top or concrete . . . or on newly poured base. 





MODERN METAL PRODUCTS COMPANY 


Box 1798 — Greensboro, North Carolina 
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BENNETT’S ALL-METAL METER 
eb >s: 


Bennett’s meter is made of the same ’ “ZA be marketed for use in modern cars. 


metals used in modern carburetors. ' This is one more way that Bennett 


That’s why this all-metal four-piston j craftsmanship results in dependable per- 
vy, AnFZ 


ALL METAL « NO PISTON CUPS «+ NO MECHANICAL VALVES OR GEARS 


meter will handle any fuel that can formance and minimum maintenance costs. 


























TIRE SALES 





WHEEL ALIGNMENTS 





ADD QUARTS AND OIL CHANGES 





_ RADIATOR and COOLING SYSTEM SERVICE 





FILTERS, FAN BELTS, BATTERY CABLES 
and ALLTBA 








Accurate, automatic tire inflation helps you spot wheel and tire needs 
while they’re parked at the pump island. ISLANDER water service gets 
you under the hood, makes it easy to discover other sales opportunities. 
Customers appreciate speedy one-stop ISLANDER service. 

Air and water on the island in one compact unit. 


JOHN WOOD COMPANY 


BENNETT PUMP DIVISION, MUSKEGON, MICHIGAN 


District Offices: Albuquerque ¢« Atlanta * Baltimore * Boston « Charleston * Chicago * Cleveland 
Dallas * Denver « Detroit * Kansas City * Los Angeles * New Orleans * New York ¢ Philadelphia 
Pittsburgh * Rochester * Salt Lake * Seattle * St. Paul * San Francisco 
IN CANADA: JOHN WOOD COMPANY LIMITED « Toronto * Montreal * Winnipeg * Vancouver 
EXPORT: John Wood International Corporation, 29 Broadway, N. Y. Cable ““WOODINTER” 








This hose is flexible, easy to handle 
even in cold weather 


SPECIAL KIND of rubber used in 
A this B.F.Goodrich fuel oil hose 
makes it flexible and easy to handle 
even in sub-zero temperatures. The hose 
speeds deliveries by keeping a full, 
unobstructed flow of oil moving from 
truck to tank. It handles easily, reels 
readily, saves many minutes each day. 
Because of its strong braided con- 
struction, B.F.Goodrich hose always 
keeps its full round shape. It can’t 
flatten or collapse on the reel to choke 
off the flow or slow it down. There's 
no reinforcing wire to take a perma- 
nent kink. 


The tube of this hose is completely 
oilproof. It won't swell to reduce the 
inner diameter of hose, or flake off 
into the stream of oil. The cover is 
built for rough use—thick and tough 
so the hose can be dragged across 
rough curbs, sidewalks and driveways 
without harm. It can lay in gasoline, 
oil or grease without damage. And 
there’s no danger of sunlight causing 
it to crack or check. Either one-time 
Permalock or reattachable Type 66 
couplings can be used. 

Ask your B.F.Goodrich distributor 
to show you a sample and tell you 
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more about Type 83 fuel oil hose—an 
improved hose that’s easier to handle, 
can make faster deliveries, and reduce 
operating costs. B.F.Goodrich Industrial 
Products Company, Department M -899, 
Akron 18, Ohio. 


B.EGoodrich 


FUEL OIL HOSE 











Bunkering is big 


Southeast: 


BELCHER OIL CO., Miami, Fla., 
believes in planning 10 years ahead 
on property requirements and ventur- 
ing into new oil-marketing lines when 
they come along. Founded in 1915, it 
has become one of the largest inde- 
pendents in the United States. 

Belcher is known primarily for its 
bunker C oil. Its skill in handling this 
product has edged several majors out 
of the market. Belcher also handles 
kerosine, No. 2 fuel, diesel fuel, No. 
5 fuel, and asphalt. Florida oil men 





teat 


be = i 
Belcher has 18 barges, 9 towboats. Here a ship is bunkered from a barge at Miami 


With 3,000 commercial accounts, Belcher relies on personal 
selling. Sales manager Roehl (right) talks to Coca Cola’s Reaves 





cAGCER BEAVER 
as. , SERVICE afte ney’ cz 
‘3 


Miami is one of four deepwater terminals 


The Making of a Fuel-Oil 


estimate Belcher’s total annual gal- 


lonage at about 250-million. 


Belcher owns and operates storage 
facilities with a capacity of more than 
70-million gal. This includes deep- 
water terminals at Miami, Port Ever- 
glades, Fisher Island, and Port Ca- 
naveral, and a barge terminal on the 
Miami River at International Airport. 
The company also has “the right of 
withdrawal” at Fort Pierce, West 


Palm Beach, and Boca Grande. 
Belcher’s activities are 


diverse. 














Belcher owns 19 tank cars, handles 


What was once just an asphalt paving 
company has grown into a cluster of 
subsidiary companies. Each represents 
a market Belcher moved into when 
the opportunity arose. This willing- 
ness to venture into new lines is a key 
factor in Belcher’s growth. Take a 
look at its subsidiary companies: 
Asphalt Sales Co. markets asphalt 
from Key West to Daytona Beach 
and in the Orlando and Lake Okee- 
chobee areas. Belcher Towing Co. 
operates from Key West to Port Ca- 


Top management (left to right): Thomas I. Sawyer, terminal and towing 
manager; Jack F. Roehl Jr., sales manager; Harlan E. Snodgrass, vice 
president; E. N. Belcher Jr., president; J. A. Belcher, secretary-treasurer; 


H. W. Orr, vice president; E. N. Belcher III (third generation); G. D, 
Salor, marine sales manager. (For more, see article.) 


Pere 


August, 1960 * NATIONAL PETROLEUM NEWS 


Belcher Oil has 24-hour delivery an 


m4 


jet fuel for majors, U.S. government 


Giant 


naveral, hauling not only fuel oil for 
Belcher but also gasoline and jet fuel 
for several major companies and the 
government. Belcher Towing Co. of 
Palatka operates out of Jacksonville, 
bringing oil up the St. Johns river as 
far as Sanford. Belcher Towing Co. 
of Boca Grande barges fuel from 
Boca Grande to the Fort Myers plant 
of Florida Power & Light Co., Bel- 
cher’s largest customer. Belcher Ter- 
minals handles aviation gasoline and 
jet fuels at Port Everglades and Mi- 


—— 


Pliage. — 


d burner 





ami. Fuel Oil Equipment Co. sells and 
installs boilers and burners. Fuel Oil 
Sales Co. markets kerosine and diesel 
fuel in tank-wagon quantities to small 
commercial and home-heating cus- 
tomers in western Miami, Coral Ga- 
bles, and southwest Dade County, and 
takes care of burner service for its 
own and Belcher Oil’s customers. Mid 
Florida Oil Co. sells diesel and bunker 
fuel in the Orlando and Daytona 
markets, and terminals asphalt for the 
Asphalt Sales Co. Radiant Fuels Inc. 
sells kerosine and diesel fuel in tank- 
wagon quantities and services burners 
in the West Palm Beach area. 

Belcher’s 2,500 to 3,000 customers, 
mainly industrial plants and small busi- 
nesses, are scattered over a wide 
area. The company doesn’t rely on 
advertising to promote sales, but in- 
stead carries out aggressive person- 
to-person selling. Only twice has the 
company expanded by buying out 
small independent companies. 

As Florida has grown, so has the 
company. But this was not accidental; 
it required planning. “Our strength 
lies in our flexibility. We have tried to 
keep one jump ahead of the needs of 
the community,” says Harlan E. 
Snodgrass, vice president in charge of 
sales. 

When Samuel A. Belcher, who died 
in 1923, arrived in a sailboat in 1891, 
there was jnot even a town of Miami. 
His son, Edward N. Belcher Sr., now 
chairman of the board, arrived with 
his father, and was on the original 
board of directors when the com- 
pany was founded in 1915. 

Belcher Oil has remained pretty 
much of a family-owned business. Al! 
but two of the members of the pres- 
ent board are descendants of the 
original board members. The present 
board is: E. N. Belcher Sr., chairman; 
E. N. Belcher Jr., president; J. A. 
Belcher, secretary-treasurer; H. W. 
Orr, vice president; Charles D. Leffler, 
rear-admiral rtd.; Louis C. Schilling, 
president, I.E. Schilling Co.; M. Lewis 
Hall, partner, Hall & Hedrick. Hall 
and Orr are the nondescendants. 

The change in name to Belcher 
Oil Co. from the original Belcher As- 
phalt Paving Co. Inc. was made in 
1927. The company continued to ex- 
pand, increasing its land holdings at 
strategic locations. 

Belcher has been giving free burner 
service (accounts pay only for parts) 
since January 1959. Service policies 
are offered only in the Fort Lauder- 
dale area, and are primarily for pre- 
ventive maintenance. Some 200 ac- 
counts subscribe to this service ($3 a 
month), and are called on at least 
once a month. 


22 


>An opinion handed down by Vir- 
ginia’s attorney general has saved 
service-station owners an estimated 
$150,000 in taxes. 

The recently passed Virginia gaso- 
line-tax boost (NPN—May p21) went 
into effect on July 1. Even before that 
time, the state Division of Motor 
Vehicles was getting ready to slap 
the 1¢ tax on all gasoline — the 
gallonage in storage at stations as well 
as that at distributors’ bulk plants—as 
of 12:01 a.m. July 1. 

Questioning the legality of collect- 
ing a wholesale-level tax on gallonage 
stored at dealer level, two state sena- 
tors asked the attorney general for a 
ruling. 

Attorney general Harrison ruled that 
the Motor Vehicles Division has no 
right to require station owner-opera- 
tors to report the amount of fuel in 
storage on July 1, and that the state 
cannot require station men to pay a 
tax on that gallonage. 


>Members of the North Carolina 
Oil Jobbers Assn. who attended the 
recent management institute at Chapel 
Hill learned a thing or two about sta- 
tion operation from a Kentucky 
jobber. 

Raymond Wyer, who operates In- 
land Oil Co., Phillips jobbership in 
Louisville, explained a novel incen- 
tive plan that encourages his dealers 
to give good customer service. 

Wyer establishes a basic rental for 
each station. Then he reduces that 
rental if the station is up to par on 
any of these standards: 

Appearance, $10 rent reduction. 
Cleanliness, $10. Uniforms, $10. Cus- 
tomer service, $10. Products and dis- 
play, $10. Oil check, $5. Lollypops 
(gifts to customers’ kiddies), $5. Fi- 
nancial responsibility, $5. 

Wyer has spelled out the standards 
in a station operators’ manual. He 
sends out inspectors unknown to the 
station operators. The inspectors look 
the stations over carefully to see 
whether the operators qualify for any 
rental reduction. 


>South Carolina oilman J. H. Saylors 
is starting a one-year term as chair- 
man of the state highway commission. 

Saylors operates a Republic Oil dis- 
tributorship in Anderson, S.C., and 
owns 65 service stations in Georgia, 
North Carolina, and South Carolina. 
He will serve as board chairman for 
one year, and then will be a board 
member for three years. 


>A healthy chunk of Richmond, Va., 
fuel-oil gallonage has changed brands. 
Massey, Wood, and West an old-line 


Richmond coal and fuel-oil firm, is 
now operating Esso’s old terminal at 
Second and Stockton Streets. Gallon- 
age is expected to run about 5-million 
gal. annually. 

Massey, Wood, and West is leasing 
the terminal from Esso. The facility, 
idle for five ‘years, recently received 
a $60,000 face-lifting. 

Tank capacity at the terminal is 
2,646,000 gal. for No. 2 fuel and 
700,000 gal. for kerosine. 

In past years, Massey, Wood, and 
West took orders for fuel oil, but 
had it delivered to customers by Rich- 
field-branded Dominion Oil Co., Rich- 
mond’s largest jobber. Massey, Wood, 
and West owned no rolling stock 
under the old arrangement, but will 
now have its own trucks, bearing the 
Esso brand. 


The four Browder brothers—Sam, 
Ed, Rhea, and Joe—co-owners of Har- 
riman Oil Co., have for some time 
been doing a bang-up merchandising 
job with Shell products in Harriman, 
Tenn. 

The boys recently branched out in 
a big way. Instead of buying out a 
neighboring jobber, they extended their 
interests all the way to Ocala, Fla. 

The brothers bought Central Florida 
Oil Co., a Shell jobbership with a 
100,000-gal. bulk plant, 31 stations, 
three tank wagons, and two transports. 

Central Florida does 1-million gal. 
a year in fuel oil, and 3-million gal. 
a year in gasoline. The four Browder 
brothers own the company. Sam, 
president and general manager, is the 
only one of the brothers who has 
moved to Ocala. 

Sam tells NPN he will build five 
stations in the next year, “as soon as 
we can acquire the land.” 


>Wheless Oil Co. of Louisburg, N.C., 
long-time Texaco jobbership, has been 
sold to Tidewater Oil Co. Its accounts 
have been transferred to Warren Oil 
Co., Tidewater’s consignee in the area. 

There are 24 service-station ac- 
counts, six commercial accounts, 40 
farm accounts, and more than 400 
fuel-oil accounts. Warren Oil will also 
operate the former Wheless bulk plant 
in Louisburg. Louis A. Wheless, presi- 
dent of Wheless Oil, is being retained 
by Warren Oil in an advisory capac- 
ity. 


Gulf Oil Co. plans to build a $200,- 
000 division office building in Char- 
lotte, N.C., from which all sales and 
accounting in the Carolinas will be 
directed. Gulf will be the third major 
to open a division office in Charlotte. 
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Regions 


A hardware sideline has helped this outlet grow to a $60,000 business in 10 years 


The West 


Hardware sideline gets 
customers and profits 
for private-brander 


TWO UNBRANDED operators in the 
Northwest have hit paydirt with a side- 
line—a hardware store that has helped 
them grow from an $8,000 investment 
to a $60,000 business in 10 years (See 
picture). 

Earl and Ray Nebert, whose six- 
pump Payless Gas station is located in 
Port Angeles, Wash., see several ad- 
vantages in the hardware store, set up 
at the rear of the station. 

“It gives us a major-brand look” 
says one of the brothers. “We like the 
profit margin on the hardware items, 
too.” 

The brothers report that the store 
draws business for the station. Do-it- 
yourselfers who stop in for a bag of 
nails often fill up their “gas” tank at 
the same time (at 2¢ gal. under 
majors). 

The problem is time. The brothers 
hire no help except on weekends. They 
overlap their hours on weekdays, keep- 
ing station and store open from 7:30 
a.m. to 9 p.m. 

Most sales are gas and oil; the 
Neberts shy away from repairs (“Credit 
is involved too often.”) and think lube 
jobs are “a waste of time.” 

Station customers are handled first, 
giving the hardware customer more 


time to look around. “Most of our 


customers don’t seem to mind.” 
The store offers a variety of items, 
including sporting goods and picnic 


supplies. A stock of auto supplies is | 


being added to the hardware store 
because the Neberts report they can get 


a better deal through the store than | 


through the station. 


PService-station dealers in Los An- 


geles County as well as their suppliers 
are held responsible if the gasoline 


they sell exceeds a bromine number | 


of 30. 

Violation of this new regulation, 
which became effective June 30, is a 
misdemeanor punishable by impris- 


onment up to six months and fines | 
up to $500. Every day of violation is 


considered a separate offense. 
The new regulation calls for a re- 


duction to bromine number 20 by the | 


beginning of 1962. 


Carl M. Lowe, field representa- 
tive of Western Oil & Gas Assn., says 
proposed zoning code amendments 


being considered by Seattle’s city | 
council would cost some 100 service 


stations about $1,000 each. Proposed 
new rules for signs call for setbacks 
of 20 ft. from property lines. 


F. E. Huggard, chairman of the | 


city planning commission, says service 
stations should not be allowed in 
neighborhood business zones any 
more than other types of drive-in 
businesses, which are forbidden. 
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TIREFLATORS 


Eco Tireflators deliver the 
exact pressure required — 
automatically! One-step 
accurate inflation saves 
time, improves service 
standards. Customers ap- 
preciate added tire life 
from precision inflation. 
Wall and pedestal models 
put air where it’s needed. 


JOHN WOOD 
COMPANY 


BENNETT PUMP DIVISION * MUSKEGON, MICHIGAN 


IN CANADA: JOHN WOOD COMPANY LTD. 
Toronto * Montreal * Winnipeg * Vancouver 
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AUTOMATIC NOZZLE 


® LIGHTER ® FASTER FLOW ® EASY TO USE 
® THE MOST RELIABLE AUTOMATIC EVER BUILT! 


The new aluminum Buckeye #100 is so ruggedly designed—so effi- 
ciently simple that there just isn’t much that can go wrong. Fewer mov- 
ing parts! Up to 50% less than competitive models. Easy one-hand 
operation! The hold-open device is built-in the guard. No springs or 
moving parts to bother with. Good looking design—functional, too! 
The slim, tapered silhouette permits the #100 to penetrate deeper 
into the fill pipe—assures more positive shut-off. Tested reliability ! 
Dropped 10 times on a concrete floor from a height of 6 feet, then put 
through the automatic shut-off cycle—99,999 AUTOMATIC FILLS 
LATER, IT STILL WORKED—PERFECTLY! Call your Buckeye 
Distributor, or write us for complete details. 


GUARANTEED for 1 YEAR 


W R 7 df h, e BUCKEYE IRON & BRASS WORKS 
o é P.O. BOX 883, DAYTON 1, OHIO 
24 
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_” PUMP ANY 
Texaco Canada starts 


‘sky service stations’ 


... B-A marketers move 
THE FIRST in a chain of “sky serv- 
ice stations,” a joint venture of Texaco 
Canada Ltd. and Timmins Aviation | 
Ltd., has been opened at Montreal | 
airport. Installations at Toronto and | 


two other Canadian locations are 
scheduled for completion later this 
year, with others to follow. 

The stations will provide standard- 
ized facilities and services for business 
and private aircraft and their pas- 
sengers. Uniform in design, each will 
have a private conference room avail- 
able to executives upon reservation. 
Telex equipment will enable him to 
maintain contact with his home office, 
and direct lines to major hotels and 
taxi companies will be maintained. 
Complete ground service for all ex- 
ecutive planes, including turboprop 
and turbojet, will be provided. 








>The planning board of Hamilton, 
Ont., is considering ways to restrict 
the number of new service stations 
opening in Hamilton. 

Planning commissioner Thomas 
Waram told the board of control an 
amendment to the planning act would 
be necessary. He added, “I think it 
would be an excellent thing.” 

Controller Jack MacDonald pointed 
out that certain industries which 
could be considered objectionable 
must receive the approval of the com- 
mittee of adjustment before locating 
in an industrial zone. 

“Perhaps we could work out some- 
thing like this for such uses as gaso- 
line stations and drive-in restaurants, 
which create traffic hazards and tie- 
ups,” he suggested. 





>British American Oil’s Ontario mar- 


keting division has moved from the Delivers more gallons with less work, on farms and construc- 
company’s head office building at 800 


Say St. Toronto, to te own. new tion jobs, at truck terminals, in garages and factories. High 
building at 477 Mt. Pleasant Rd., vacuum, self-priming transfer pump delivers a constant flow 


Davisville. of up to 20 gallons a minute with up to a 20-foot lift. 


The new $2-million building has 
five floors and a full basement. The 
exterior is floor-to-ceiling glass set 
back from white stone panels ar- 
ranged to offer protection from the 


! : lable f 
Te eee is available for J O bs ha wo O D C Oo M PA a4 Y 


More than 300 employes of the BENNETT PUMP DIVISION - MUSKEGON, MICHIGAN 
marketing division will have offices in IN CANADA: JOHN WOOD COMPANY LIMITED 
the new building. Toronto + Montreal * Winnipeg + Vancouver 


Automotive-type pistons with rings withstand severest 
conditions. Vacuum breaker prevents siphonage, provides 
complete hose drainage. No foot valve. Available with auto- 
matic nozzle. PATENT NO. 2.643.051 
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TEXACO DISTRIBUTOR CARL FITZEKAM, NEBRASKA CITY, NEBRASKA, SAYS 


**Going with Texaco 15 years ago paid off for us in 5 ways. Our station sales picked 
up right away. So did our farm business. We developed a good heating oil business. 
We also built a profitable truck trade. Most important, Texaco’s product acceptance, 
and consistent advertising, plus its sound jobber policies, enabled us to get the added 
security that comes with a well-balanced operation.” Sell the best...sell TEXACO 
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“We like to do business with Texaco — 
they are really jobber-minded.” 


Why there’s 
a promising future 
with Texaco 


Here are 6 reasons why Dealers and 
Distributors grow with Texaco: 

1. THE BEST petroleum products, known 
and accepted nation-wide. Continuous 
research and development insure that 
Texaco will always have outstanding 
products. 

2. THE BEST national advertising pro- 
gram, year after year... constantly 
selling Texaco and Texaco products. 

3. THE BEST sales promotional material 
to help build customers. 

4. THE BEST retailer policy — Texaco 
helps its Dealers, Consignees and Dis- 
tributors to sell profitably. 

5. THE BEST customer credit card — in 
fact, the only petroleum credit card 
honored under one sign nation-wide, 
and in Canada, too. 

6. THE BEST opportunity to cash in on 
“touring” business — because when 
Texaco customers are touring they like 
to stop at Texaco stations on the road. 
This means you have more than 40,000 
other Texaco Dealers helping you. 


A PROMISING FUTURE is one of the 
advantages of being a Texaco Dealer 
or Distributor. There may be an oppor- 
tunity for you. Investigate! 


TUNE IN TO THE TEXACO HUNTLEY-BRINKLEY 

REPORT— MONDAY THROUGH FRIDAY—NBC-TV 

UE EE Ss ae SUR ER ere 
NPN-8 

SALES MANAGER, TEXACO INC., 

135 E. 42ND ST., NEW YORK 17, N.Y. 


| would like complete information about the poss 


C) Dealer 


(Please chec 


bility of teaming up with Texaco as a 
(] Consignee [] Distributor 


NAME 





STREET 





CITY 





STATE 
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The Midwest 


Stenseng and Fierke 
plan big expansion... 
How to add stations 


VERN STENSENG and Bill Fierke, 
partners in Stenseng and Fierke Petro- 
leum Co. in Stillwater, Minn., have 
their expansion plans drawn up. 

These Cities Service jobbers, with 
financial help from their supplier, 
plan to spend about $500,000 in the 
next five years to put up 10 new 
outlets in their marketing area, which 
extends from the suburbs of St. Paul 
to St. Croix Falls and Amery in Wis- 
consin. 

Five years is the goal, but Stenseng 
says he and his partner hope to be 
able to carry out the expansion move 
within three years. 

Two of the 10 new outlets will be 
truck-stop stations with restaurants. 
The rest will be neighborhood outlets. 

When the 10 stations are built, the 
partners will be serving 45 outlets. 
Present gallonage is 8-million, includ- 
ing heating oil. 

Stenseng and Fierke have been 
partners since 1957 when they bought 
the marketing assets of Smith Oil Co., 
then handling Shell and Apco brands. 

In addition to the main bulk plant 
at Stillwater, the partners have stor- 
age at N. St. Paul and Chisago City, 
Minn., and Amery and New Rich- 
mond, Wis. 


>A gasoline jobber wants to expand 
by building new stations, but the finds 
the price of a station site too rich 
for his blood. 

What does he do? 

Even if he can pay for the land, its 
use as a service station may be re- 
stricted by zoning laws. 

What does he do? 

Or he may find that town fathers 
have put a ceiling on service station 
permits, which has already 
reached. 

What does he do? 

A jobber can do what Glen Nelson, 


jobber in Fargo, N. D., is doing: buy- 
ing existing stations, modernizing 
them, and then putting in his own 
brand of product. 

“I can’t afford to pay some of the 
| prices they’re asking for station sites,” 


with independent dealers and _ third 
parties to buy up their existing sta- 
tions.” 

The system seems to be working 
well. One station Nelson bought cost 
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been | 


Cities Service gasoline and heating-oil | 


Nelson says, “so I’m dealing directly | 


} 


| 


BOOST 
ADD 
QUART 
SALES! 


LéT UF 


CHECK YOUR Oil 


BENNETT 
OIL MERCHANDISER 


Sell the one out of every 
three customers who will 
buy oil when it is offered! 
Put an Oil Merchandiser 
on your island to remind 
customers to check their oil! 
Empty can and drip recep- 
tacle keeps island neat. 
Panel lock ends pilferage. 
Illuminated sign available 
to increase sales impact. 


JOHN WOOD 
SOMPANY 


BENNETT PUMP DIVISION 
MUSKEGON, MICHIGAN 
IN CANADA: JOHN WOOD 
COMPANY LIMITED 
Toronto * Montreal 
Winnipeg * Vancouver 





him $50,000 plus $6,000 in moderni- 
zation. “I figure that I saved about 
$15,000 by not buying the land sep- 
arately and putting up a new station,” 
he says. 

Not only did Nelson buy an existing 
station but he also bought the existing 
gallonage, about 24,000 gal. per 
month. 

The station in which he invested 
$50,000 plus $6,000 was a 13-year- 
old private-brand outlet with 11 pumps 
and two lube bays. 

Most of the modernization money 


went for lengthening the lube bays 





4 ft—to 30 ft. Some went into a 
paint job for the building and the 
pumps. 


PTexaco Inc. is charged with dis- 
crimination in the sale of gasoline at 
wholesale in Milwaukee in a suit filed 
by Wisconsin’s state attorney general. 
The charge arose, says attorney gen- 
eral John Reynolds, from the alleged 
practice of Texaco of granting al- 
lowances to some dealers while deny- 
ing the same allowances to other 
dealers in competition with them. 
The attorney general’s office held 


@ unsurpassed fuel delivery 


7,300 gal. Aluminum Refueler 


General Airer 


@ Accurately tested for guaranteed 


correct functioning 
@ 2,000 to 8,000 gallon capacity 
@ 250 to 1,200 GPM 
@ Steel, aluminum and stainless 


® Interior coatings to your 
specifications 


@ Convenient delivery by our own 


flat-bed trailers 


aft Ketuelers 


oe 


The Finest Refueler Test Rack in the World 


<@H> General Steel Tank Co., Inc. 


Birmingham, Alabama 


Affiliated plants at Reidsville, N.C. Ft. Lauderdale, Fla. Sapulpa, Okla, Bessemer, Ala, 


General Sales Offices: 6306 Walnut, Kansas City, Mo. 





hearings in Milwaukee earlier this 
year after a retail price war caused 


»Texaco’s new sales terminal at Mt. 
Vernon, Mo., is on stream, helping 
the major distribute gasoline in cen- 
tral and southwestern Missouri ana 
in parts of Kansas and Arkansas. 

Storage capacity of the pipeline 
terminal is more than 2-million gal. 
in two floating-roof tanks. Product 
comes from Texaco’s refinery in W. 
Tulsa, Okla., over the Cherokee Pipe 
Line. 

Texaco’s new facilities also include 
a concrete-block office building and a 
steel loading rack with meters. 


The East 


Is Shell going to sell 
heating oil direct now? 


...Price-sign crackdown 


MANY heating-oil marketers think 
Shell Oil Co.’s purchase of Buckley 
Bros., high-volume heating-oil and 
gasoline jobber- 
ship in Bridgeport, 
Conn., is not just 
another buyout. 
They think it 
could be a shift 
in Shell’s thinking 
about retailing 
heating oil. 

Shell’s pro- 
gram, up to the 
time it bought 
Buckley Bros., 
was to keep away 
from direct marketing by  turn- 
ing accounts over to jobbers. Now, 
some think, the pendulum is swinging 
the other way. 

Others look at Shell’s purchase this 
way. “Maybe Shell only wanted one 
big account instead of several smaller 
ones. That way they can have just 
one big headache instead of many 
smaller ones scattered over a wider 
area.” 

Shell reportedly paid more than 
$10-million for Buckley Bros., which 
handles many millions of gallons of 
heavy and light oils and about 5-mil- 
lion gal. of gasoline. As an independ- 
ent jobber, Buckley was unbranded 
on heating oil but branded (Cities 
Service) on gasoline. It delivered gas- 
oline to about 10 of its own service 
stations, which have now swung over 
to Shell, as well as to a number of 
Cities Service-owned outlets, which 
are not involved in the sale. 

Involved in the sale was Buckley 


y 
Cornelius Brodersen 
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Bros.” 70-million-gal. deepwater term- 
inal in Bridgeport and Stratford, a 
number of bulk plants in other parts 
of the state, 50 acres of industrial 
land, and all accounts. 

Shell will operate Buckley Bros. 
through a subsidiary, Buckley Bros. 
Inc., with Martin J. Ryan, Buckley 
Bros. president, staying on as presi- 
dent. No changes in other personnel 
are planned. 


PService-station operators in Buffalo, 
N. Y., have learned that the city 
means business in cracking down on 
price-sign violations. Several have 
been fined $25 each for displaying 
signs large than 7x12 in. 

At the same time, one of the judges 
called on to decide the service-sta- 
tion cases, says the city should revise 
the law to iron out what he terms 
“tricky subterfuge wrinkles.” Many 
dealers have large signs in their 
drives with just numerals. The numer- 
als happen to coincide with the 
posted price of gasoline. But they 
claim they aren’t advertising gasoline, 
but are referring to upper lubes, mo- 
tor oil, or such items as tape. As long 
as this goes on, says one judge, the 
question of whether a dealer’s intent 
was to advertise gasoline prices “be- 
comes the personal opinion of each 
judge.” 

Along the same lines, a Buffalo 
councilman is asking that Erie County 
commissioners adopt a countrywide 
ordinance on sign sizes. In North 
Tonawanda, near Buffalo, town offi- 
cials, by a 4-3 vote, turned down a 
station operator’s suggestion that the 
city repeal an ordinance that regu- 
lates size of signs. 


By the end of the year, Atlantic 
Refining Co. expects its new 2.5-mil- 
lion-gal. asphalt terminal on the New 
York State Barge Canal north of Syra- 
cuse to be finished. Atlantic is build- 
ing the terminal because highway 
building programs in the area have 
created a steadily increasing demand 
for asphalt. “With the new terminal,” 
says Bill Ruppel, manager of Atlan- 
tic’s asphalt sales division, “we'll be 
in a position to service much of the 
state with a complete line of highway 
grades of asphalt.” 


Gasoline and heating-oil jobbers and 
direct marketers in New York City, 
along with others who use trucks, 
have had their cost of doing business 
increased as the result of a special 
tax on trucks. 

The city administration, in order to 
make up revenue “lost” when the tax 
on taxicab fares was dropped, de- 


cided to tax trucks. The tax was 
adopted over objections of oil mar- 
keters and other truckers. 

The truck tax is $20 per vehicle 
under 5 tons, $30 per vehicle over 5 
tons, One industry source says the 
city should receive about $120,000 
from about 4,000 fuel-oil trucks, $80,- 
000 for about 600 gasoline trucks, and 
$18,000 for about 4,000 burner-serv- 
ice trucks. Total: $218,000. 


> Oil-Heat Council of Western Massa- 
chusetts indicates that it means to get 
more new homes and other building 


Regions 


projects using oil heat. It has named 
Harold K. Ricker as its consulting en- 
gineer to assist architects, builders, 
heating contractors, and building 
committees with heating problems 
and to make sure they get the com- 
plete picture on all fuels and their 
cost of operation. 

Ricker, in the heating industry for 
nearly 30 years, is a former assistant 
manager of sales engineering and as- 
sistant manager of oil-heating sales 
for Gilbert and Barker Manufacturing 
Co. He has served on several com- 
mittees of OHI of America. 
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Fio-Trol is a small feature 
on Blackmer Flo-Master Hand 





Pumps, but it does big things for safe 


liquid handling. Just a flip of the 


Flo-Trol lever provides automatic “‘drain-back”’ of liquid after 

each pumping operation. If the container is full and the pump handle 
is on the backstroke, the operator can return it to the upright 
position without causing the liquid to overflow. 

Eliminates dangerous and costly spillage, keeps pump handle 

out of the way, contributes to safety and good house keeping. To 
learn about other Flo-Master features, see your Blackmer 
distributor or write for Bulletin 310. 


| BLACKMER PUMP COMPANY, GRAND RAPIDS 9, MICHIGAN 
Find your Blackmer Man under “‘Pumps”’ in the Yellow Pages 
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Move. out front 
with.a red-hot brand. se 





CONOCO...HOTTEST BRAND GOING! 


If you want to turn over your inventory faster . . . if 
you want more customers, you should be selling 
Conoco . . . Hottest Brand Going! Here’s why 
Conoco is the Hottest Brand Going: = 
Advertising Everywhere You Turn. Again this year 
Conoco will spend millions of dollars on dramatic 
advertising in Look, The Saturday Evening Post, 
newspapers, radio, TV and outdoor posters. This is 
advertising at its most powerful . . . used in the most 
effective way! 

Conoco Touraide” has become an American insti- 


tution . . . a travel service between the covers of one 
book . . . with maps and travel tips that thousands 
of motorists rely on yearly. And, of course, only 
Conoco Dealers have it! 


The Hottest Brand of Products. Conoco gives you 
something unique to say . . . to sell. Conoco all-season 
Super Motor Oil . . . fortified with an exclusive dis- 
covery that clings and protects 24 hours a day. 
And—great gasolines with TCP* plus. TCP to boost 
power... oil-plating action to protect power. Good 
reasons by themselves to switch to Conoco! 


*Trademark and patent owned by Shell Oi] Company 


If you want to grow, switch to CONOCO 
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Contact 
the nearest 


CONOCO 


Division Manager 
today! 


R. W. Abrahamson 
912 Baker Building 
Minneapolis 2, Minn. 


G. W. Brown 

244 Rowan Building 

6000 Camp Bowie Boulevard 
Fort Worth 16, Texas 


R. E. Caruthers 

Fidelity National Building 
200 North Harvey 

Oklahoma City 12, Oklahoma 


Dale Chapman 
1755 Glenarm Place 
Denver, Colorado 


Dean L. McGregor 
800 Commerce Building 
New Orleans 12, Louisiana 


John McCulley 
1300 Main Street, P. O. Box 2197 
Houston, Texas 


Cc. O. MacLeod 
757 West Second South 
P. O. Box 2250 
Salt Lake City 10, Utah 


Hugh McBirney 
400 West Madison St. 
Chicago 6, Illinois 


J. L. McCulley 


1242 North 28th 
Billings, Montana 


K. R. White 
836 Stuart Building, P. O. Box 393 
Lincoln 1, Nebraska 


J. G. Willis 
6183 The Paseo 
Kansas City 10, Missouri 


©1960, Continental Oil Company 
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J. M. Shea (left), marketing vice president of American Petrofina, congratulates 
Russell Brown, Fina truck driver, on receiving the “Driver of the Year’ award of 
the American Trucking Assn. Brown is also a Baptist minister (see below). 


The Southwest 
Major-brand jobbers 


sell to private-branders 


... Do Texans know oil? 


THE SALES MANAGER of a Texas- 
based independent refining company 
reports that some of his sharpest com- 
petition in recent 
months has come 
from major 
brand jobbers 
who try to sell his 
private-brand ac- 
counts. 

This company 
has no branded 
operations and 
sells most of its 
refinery output 
to private - brand 
jobbers. The sales 
manager reports he has run into the 
jobber-selling-jobber situation mainly 
in the turbulent southeast. 

He says he isn’t talking about major- 
supplier competition for the private- 
brand business, although he adds that 
this is plenty rough, too. 

The way he tells it, certain major- 
brand jobbers make their play for the 
private-brand business after postings 
drop below their “guaranteed” base 
margins. From there on, a few try to 
make quick bulk sales to their private- 
brand competitors at prices the inde- 


By Marvin Reid 
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pendent refiner finds hard to meet. 

Some have made a lot of “quick 
money” doing this, he claims. And 
the practice at certain times involves 
quite a few jobbers. 

“I was in the office of a private- 
brand account one day,” he recalls, 
“when he got calls from two jobbers 
representing two different majors. 
They both offered him gasoline at 
prices I couldn’t meet.” 

These situations occur, of course, 
when prices have been drastically re- 
duced. As soon as prices start back 
up, the major distributor is unable to 
sell the private brander. 

This independent refiner sales man- 
ager cites these cases as proof that all 
price troubles can’t be blamed on 
suppliers and the independent market- 
ing segment. 


>A Fina truck driver recently 
brought glory to often maligned oil 
truckers by being named “Driver of 
the Year” by the American Trucking 
Assn. (see picture). The ATA award 
is considered the top one of its kind 
for professional truck drivers. 

The recipient of the ATA award 
is a slim 31-year-old East Texas 
minister, Russell Brown, who preaches 
on weekends and drives a Fina trans- 
port during the week. He got it for 
14 years of safe driving and for 
diving into a 12x12-ft. water-filled con- 
crete pit to rescue a drowning 6-year- 
old boy. 

He wasn’t the first oil transporter 


31 
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to get the award, but was the first 
trucker from Texas to obtain it. With 
it went a trip to Washington and New 
York, for visits with top Congressional 
leaders and the President and for TV- 
radio appearances. 


Out of 500 “middle-to-upper eche- 
lon” oil company employes surveyed 
in Texas recently, only 44% knew 
the total state and federal gasoline 
tax in Texas is 9¢ gal. Only 11% 


knew the crude-oil tax is 4.6% of 
value, and 13% that the natural-gas 
tax rate is 7%. 

The 500 were asked what attitude 
they thought various people had to- 
ward the oil and gas industry. A 
whopping 41% said they didn’t know 
whether M. J. Rathbone, API chair- 
man and head of Standard Oil Co. 
(N.J.), had a friendly attitude toward 
the industry or not. And 32% said 
they didn’t know about Frank Porter, 





Hannay Reels Speed Lubrication 


To speed ground servicing of the 
world’s commercial aircraft fleets, air- 
lines and major oil companies rely on 
mobile lube trucks equipped with 
Hannay reels. They know from ex- 
perience that Hannay reels are de- 
signed for long, dependable service 
in delivering every type of fuel and 
lubricant for every type of aircraft. 


Write for the new 


brochure on 


Hannay reels for aircraft fueling and 


servicing. 


CLIFFORD B. HANNAY & SON, INC., WESTERLO 6, N. Y. 





API president. It wasn’t that they 
questioned these men. They just didn’t 
know who they were, apparently. 

These results came out of a ques- 
tionnaire prepared by the Texas Mid- 
Continent Oil and Gas Assn., as a 
prelude to a series of “Public Affairs 
Conferences” conducted by _ that 
group. They found out, also, that 
37% didn’t know about Sen. William 
Proxmire (D., Wis.), 38% about Sen. 
Paul Douglas (D., Ill.), 48% about 
imports administrator Matthew Carson 
Jr., and 65% about Federal Power 
Commission chairman Jerome K. 
Kuykendall. 

Of those surveyed 29% said they 
were Democrats, 37% Republicans, 
and 32% independent. 


Some sports writers have been 
amusing their readers with cracks 
about how K. S. (Bud) Adams, presi- 
dent of Ada Petroleum Co., may end 
up working in one of Billy Cannon’s 
service stations in Baton Rouge. It’s 
said that Adams, in signing Cannon 
to play football for Adams’ Houston 
Oilers professional team, agreed to 
set up a jobbership in Baton Rouge 
and give Cannon 50% of the stock. 

Cannon was one of the biggest stars 
ever to come out of Louisiana State, 
located in Baton Rouge. Other distri- 
butors there, well aware of how Baton 
Rouge people idolize LSU’s present 
and past stars, likely see nothing funny 
at all in these reports. 


>There could be some changes made 
on down the road in Delta Refining 
Co.’s marketing practices as a result 
of D. R. Zachry being named that 
firm’s president recently. 

Delta, headquartered in Dallas, has 
an 18,000-b/d refinery in Memphis, 
Tenn. This refinery’s output is cur- 
rently marketed unbranded through 
wholesale distributors, and no plans 
for changing this setup have been 
revealed. 

Until Zachry took the Delta post, 
he was executive vice president of 
American Petrofina. He had held that 
post since 1957, and for 15 years 
before that he had held a similar posi- 
tion with American Liberty, which was 
purchased by Fina. Zachry, therefore, 
has much experience in how to go 
about establishing retail brand recog- 
nition for an independent. 


American Petrofina has now ex- 
tended its operations as far east as 
Baton Rouge, La., and continues 
gradually to expand north and west 
from its Southwest headquarters in 
Dallas. The company, however, is 
concentrating to a large extent now 
on filling in some of the gaps that 
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Associations 


have resulted from its rapid expan- 
sion since 1957. 


Humble Oil & Refining Co.’s 
Humble Div. (that’s the Texas com- 
pany) is altering its color scheme in 
order to be uniform with all Humble 
stations. Instead of a buff color, all 
future stations will be painted red, 
white, and blue. It won’t be a crash 
program; old stations will be repainted 
on normal cycle. 


Maine 


Simple bookkeeping 
for small jobbers may be 


next statewide project 


THE MARKETING committee. of 
Maine Oil and Heating Equipment 
Dealers Assn. (MOHEDA) outlined 
an easy-to-use bookkeeping system de- 
signed for small heating-oil jobbers. 
(1-million gal. or less a year) at the 
annual June convention in Rockland. 

The purpose was twofold: (1) to 
explain it to small jobbers, who make 
up 60%-70% of MOHEDA’s mem- 
bership, showing them that it’s a 
management tool, and (2) explain it 
to MOHEDA directors, who will have 
to approve of the service if it’s to be- 
come an association project. 

The bookkeeping system, said to be 
designed for heating-oil jobbers, would 
replace the cash-in-cash-out method 
many of the small jobbers are using 
now .This method gives no informa- 
tion on financial standing until the end 
of the year. 

The marketing committee’s plan 
would set up a standard system for 
all jobbers, making future cost-analy- 
sis surveys more meaningful because 
all jobbers would be talking the same 
language. 

Under the marketing committee’s 
plan, a standard system would be set 
up for all jobbers. This would (1) 
make future cost-analysis surveys 
more meaningful because all jobbers 
would be talking the same language, 
(2) enable small jobbers to get a 
monthly _profit-and-loss statement, 
something they can’t get with the 
cash-in-cash-out system, and (3) make 
income-tax reports easier to file. 

Jobbers would buy this service 
from a nationwide firm. A local rep- 
resentative of the company would help 
jobbers set up the system, work with 
them until they understood how it 
works fully, and be available for help 
in making out tax reports. 
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design offers more powerful and 
better light over wider areas. 
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YOUR DEALER JUST RELINED 
THAT CAR’S BRAKES... 


should you be worried ? 
































Not at all, provided your dealer used quality brake lining like 
Raybestos, and also knew how to do the brake work. On the 
other hand, if the linings were not top-flight and the job not 
skillfully done you should be genuinely concerned, for that 
motorist is not going to have a very high opinion of your 
company once he realizes that he has spent good money for bad 
brake work. 

So it’s mighty important that you control the quality of your 
dealers’ brake service by making sure that they use only the very 
best linings, linings like Raybestos . . . which are backed by 
decades of pioneering research, the most advanced manufactur- 
ing methods, and exhaustive testing. Couple these superb linings 
with Raybestos’ thorough training programs at local brake 
service clinics and at its own factory schools . . . and you have 
the formula that strengthens customer loyalty and increases 
sales of your petroleum products and TBA. 


If you would like to discuss the possibilities of Raybestos in your service 
station plans, write to us—we will be happy to meet with you. 


AMERICA’S BIGGEST SELLING FRICTION MATERIAL 


RAYBESTOS DIVISION of Raybestos-Manhattan, Inc., BRIDGEPORT, CONN. 

RAYBESTOS-MANHATTAN, INC., Brake Linings * Brake Blocks « Brake Fluid * Clutch 
Facings © Industrial Rubber ¢ Mechanical Packings « Asbestos Textiles * Engineered 
Plastics * Sintered Metal Products ¢ Rubber Covered Equipment © Laundry Pads and 
Covers © Abrasive and Diamond Wheels ¢ Industrial Adhesives © Bowling Balls 





What They’re Saying 





About oil surplus . 
Tulsa case decision 
. . cost controls 


(¢(The worldwide oil surplus) is 
a completely new insurance factor 
brought into the previously too 
flammable international petroleum at- 
mosphere. In recent years American 
consumers, as they became more de- 
pendent on supplemental foreign pro- 
duction, were vulnerable to politically 
motivated actions that could have 
reduced or shut off supply from any 
important producing country. Such 
action today would so directly benefit 
competing countries that it would be 
economically suicidal.” Henderson 
Supplee Jr., president, Atlantic Refin- 
ing Co. 


Q¢The oil companies lost their case 
(Tulsa antitrust case) when the grand 
jury returned the original indictment. 
Whenever anyone drives into a filling 
station for a gallon of gasoline, they 
are bound to think, “Those price 
fixers!’” Robert A. Bicks, assistant 
U. S. attorney general. 


(Of all the fields to which we can 
turn for profit improvement, cost con- 
trol today appears to be one of the 
most promising and fertile . . . Al- 
though markets for most of our prod- 
ucts are still growing at rapid rates, 
the nature of these markets and the 
availability of supplies has changed. 
With these changes has come an era 
in which we find it increasingly neces- 
sary to concentrate on controlling and 
reducing our costs of doing business 
if we are to maintain our profit per- 
formance.” Albert L. Nickerson, pres- 
ident, Socony Mobil Oil Co. Inc. 


¢¢We must have a stable dollar if we 
are to have financial peace of mind in 
our home, our business, and our 
nation . . . and maintain peace in the 
world. . . . If our dollar is to hold its 
value, all of us must take a keen in- 
terest in the rate of our government’s 
spending—it must be held to what 
we can afford, and produce a budget 
surplus, at least during prosperous 
times such as these.” Leo D. Welch, 
chairman of the board, Standard Oil 
Co. (N.J.). 


¢CAn obvious but often neglected 
stroke of action is letting your Con- 
gressmen know how you feel. They 
are very sensitive to the thinking of 
their constituents.” E. H. Lyon, vice 
president of sales, Phillips Petroleum 
Co. 
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Anyone who can’t make money 
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ought to take up something else! 








We honestly believe you can’t beat 
the profits you'll make selling new 
“Superide”™ shock absorbers 


You can sell more shock absorbers! You can make more on every shock you sell! 





Just to begin with, you buy new 
Superide Shock Absorbers by Delco 
for less than you pay for most other 
well-known shock absorber brands... 


yet you still make your full gross profit 


when you sell them! Along with this, 


you get all the additional advantages 
of the all-new line of Superide shock 


absorbers. 





New Superide shock absorbers give you 
these profit-building sales features... 





A “ONE-PRICE’’ LINE—Only one price for all 
Superide shock absorbers . . . both front and 
rear, for all popular American cars. You can 
quote prices quickly without having to refer to 
catalogs or price sheets, and promote just one 
price for all your shock business. 





SMALL INVENTORY GIVES BROAD COVERAGE— 
Only 8 pairs cover 53% of the cars on the road... 
while just 16 pairs cover 78%. 





SIMPLIFIED NUMBERING SYSTEM—Only three 
digits in each number! This simplifies cataloging, 
makes application information quick and easy to 
find, saves time for you and your employees. 





NEW, ATTRACTIVE PRODUCT AND PACKAGING 
—Cartons are designed in three handsome colors 
for eye-catching display, numbered on side and 
one end for easy identification by part number. 
They have tuck-in flaps for quick resealing, if 
necessary. Superide shocks are finished in a 
new, distinctive color. 


90-DAY FREE TRIAL OFFER—Helps you build 
sales through offering a ‘money-back’ free 
trial for 90 days. 


POWERFUL SELLING SUPPORT—The all-new 
Superide sales promotion program includes 
dealer identification, displays, service helps and 
sales plans designed to build your shock 
absorber sales and profits. 











Superide Shock Absorbers are quality built 
to assure customer satisfaction 





New Superide Shock Absorbers by Delco offer engineering and construction features for 


safe, dependable performance .. 
story’’ on Superide features. 


Nylon piston ring . . . smoother bearing 


surface for longer life. 


‘“‘Posicontrol’’ fluid keeps load constant, 
regardless of temperature. 


‘‘Posicontrol’’ valves maintain best ride on 
all types of roads. 


Low pressure, multi-lip sealing for double 
protection against leaks. 


. assure you Satisfied customers. Check this ‘‘inside 


Long-wearing induction-hardened, high-car- 
bon piston rod. (Chrome plated on all models 
without dust tubes.) 


Precision drawn, mirror finished cylinder 
tubing, reduces friction and wear. 


va All-welded construction means greater dura- 
bility, positive sealing. 


Precision guide bearing for smooth, quiet 
operation. 





All-new Superide selling aids lead the way 


to extra shock absorber profits for you! 
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NEW SUPERIDE SHOCK ABSORBER DISPLAY 
AND SERVICE CART . . . Practical, helpful! All 
metal, highly mobile, travels on rubber tires to 
stand on pump island, or in lube bay or salesroom. 


Inventory stays clean and orderly behind lockable 
door. 


Lift the handy writing surface on top and you find 
sufficient space for tools required for shock 
replacement, plus room for old and new demon- 
stration shocks. 


This exclusive Superide display and service cart 
gives you three big advantages: It stocks the 
shocks. It makes the service job easier. It sells 
shocks wherever displayed. 


ane 


\] 


ia 


all-new Superide merchandising and sales promotion 
material will boost your shock absorber business! 





— kh NEW SUPERIDE SERVICE TOOL . . . Makes it easy 

~ \ to remove and replace bayonet type shocks, even 
sooncnon with close clearances. 

SUPERNIODE 

COMPLETE DISPLAY PACKAGE ... Colorful... 

designed to sell shocks hard. Includes new 

identification decal, drum wrapper for a display 

corr of old shock absorbers, tail gate sign for your 


niewy 
OIE QO-DAY MONEY BACK TRIAL service truck, hand-out literature .. . all designed 
to help you to additional shock absorber business. 
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You can stock to handle most of your potential market with a 


minimum investment. The market is there, the product is (If you're the smart dealer who picks 
; ‘ dollars,” get the whole story on the 
right... and you'll be right when you take on the new Superide all-new Superide Shock Absorbers by 

line. THAT’S THE STORY, WHAT’S YOUR CHOICE... Delco from your U-M-S wholesale 


supplier now! ) 


DOILIES OR DOLLARS? aseeshuovesapidensnibecsnsGiinietmenisaaiel 
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ery ° . UNITED MOTORS SYSTEM 
product of General Motors—distributed through & ~ 





POSITIVE CONTROL OF MATERIALS IN MOTION 


ONE BLENDER 
REPLACES 
INTERMEDIATE 
TANKAGE 


TO RIGHT HAND 
AIR CONTROLLER 


SE 


LSYN 
TRANSMITTER 
SUPPLY PUMP 


BUTTERFLY 
CONTROL 
VALVE 
#? FUEL O11 


TO LEFT HAND 
AIR CONTROLLER 


Sea non ae 


SELSYN 
TRANSMITTER 


! 
| 
i 
L 


TO LOADING RACK 
BUTTERFLY FLOW 
IMITING V 
fl NG VALVE aaitn 


a6 FUEL O11 


continuous, automatic in-line blender cuts tankage 
needs, reduces costly time losses! 


Compact Proportioneers system permits simultaneous 
delivery of #2 and #6 fuel oil and any intermediate 

grade .. . using minimum tankage. A twist of a dial meets 
individual customer requirements . . . faster... 

safer .. . at savings up to %¢ per gallon. 


Remote control features completely explosion-proof 
wiring . . . permits location of control equipment in 
dispatchers office, installation of meters and valves with 
minimum disturbance to existing piping. Performance- 
proved, totally integrated system promotes maximum 
production from existing personnel and real estate . ... 
reduces inventory requirements . . . lowers taxes. 
Operation “fail-safe” under all conditions. Excellent 
repeatability. Written guaranteed accuracy! 


Industries 


BUILDERS-PROVIDENCE * PROPORTIONEERS + OMEGA 





METERS ¢ FEEDERS * CONTROLS / CONTINUOUS PROCESS ENGINEERING 


Write for complete data. B-1-F industries, Inc., Dept. P 
555 Harris Avenue, Providence 1, Rhode Island 
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FLEXIBILITY plus STRENGTH 
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ARMS PIVOT 
... easy to adjust 


| 
| 
| 


| 
ARMS TELESCOPE 
...feach of 88”, 
spread of 87” 


vg 
4 


FP-46 
Frame Lift 


Time-saving flexibility in pick-up range combined 
with strength and rigidity for safety . . . these are the 
big features of the Rotary FP-46 Frame Lift. A versa- 
tile lift for all service work and many repair jobs, it 
lifts all makes of cars easily, including the newest 
compact and foreign models. Specify the Rotary FP- 
46 Frame Lift with either Airdraulic or Full Hy- 


| 
PICK-UP PADS ROTATE 360° draulic Jack for faster, safer, more efficient service. 
t ... adjust to three heights 


A 


Servicing flexibility—Overall width of lift is only 26”. 
This extra-narrow construction provides more accessibility 


to mufflers, tailpipes and other under-car parts and permits 


narrow tread vehicles to straddle the lift easily. 


Pick-up point flexibility—This 
close-up photo shows how the FP-46 
pick-up pads are set to reach the 
specified pick-up position on the 
Chevrolet Corvair. The recessed 
contact point is inaccessible to some 
types of lift supports. 




















New type arm construction—A 
formed steel arm with welded in- 
terior reinforcing bar is used instead 
of the usual heavy bar stock. This 
reduces weight, making arms much 
easier to swing while maintaining 
rigid Rotary safety standards. 


ROTARY LIFT COMPANY 
Division of Dover Corporation 
MEMPHIS, TENN. * MADISON, IND. * CHATHAM, ONTARIO 


First name in oil-hydraulic auto lifts—passenger and freight elevators—industrial lifting devices 




















Don’t settle for half... 


enjoy all of these jobber benefits 


when you can 


Advertising—Shell supplies jobbers with 
local advertising copy for all major media 
at no cost and then pays 50% of time- 
space costs on a co-operative basis. 


Merchandising—The Shell Jobber Repre- 
sentative and the Shell Retail and Mer- 
chandising Representatives keep the job- 
ber and his organization abreast of the 
latest techniques in service station opera- 
tion and management. 


Consultation —Shell offers the help of com- 
petent real estate representatives, engi- 
neers specializing in construction and 
maintenance, and financial consultants. 


Volume—Shell markets more than one- 
third of its total gasoline and over 70% of 
its fuel oils through jobber organizations. 


Product Acceptance —Shell, one of the coun- 
try’s largest national advertisers, has top 
consumer acceptance. 


Stability —Shell, where legal, may give its 
jobbers exclusive territorial rights and the 
chance to extend contract length up to 
5 years. 


Insurance —Shell offers its distributors the 
many benefits of a low-cost group life in- 
surance program . . . with individual 
coverage up to $10,000. 


These benefits are among the many that work hand in hand for Shell jobbers, 
helping them establish and maintain a successful operation. In fact, Shell job- 
bers enjoy many more benefits—reason enough for agreeing 


IT PAYS TO BE A SHELL JOBBER 


—and the nearest Shell office will be glad to show’ you why 
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Finance—Shell will assist jobbers in fi- 
nancing expansions and modernizations. 


Flexibility —Shell has a pricing policy that 
is fair and competitive at all times. 


Research—Shell spends millions of dol- 
lars every year on research. Seven Shell 
research laboratories employ 2,000 techni- 
cal experts who constantly work to improve 
and expand the Shell product line. 


Training—Shell conducts Jobber Work- 
shop conferences and Retail Training 
schools in jobber marketing areas. 





Report No. 5 on trends in service station lighting 
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Island lighters plus floodlights 


give dramatic, high-level lighting 


Revere lighting for this service station plays a big role in keeping 
business at a high volume in spite of steadily increasing com- 
petition close by. The dramatic appearance it presents to 
motorists attracts their attention and makes the station look 
more inviting. The initial average of 40 footcandles on the 
service area is achieved with Revere Fluorescent Island Light- 
ers. Incandescent floodlights mounted above the island lighters 
provide additional light for the perimeter areas. 


High-level lighting like this not only draws in customers, 
but makes it easier for attendants to service cars quickly and 
more thoroughly, assuring customer satisfaction. Increased 
visibility results in higher gallonage and boosts sales of oil, 
batteries and accessories. 


This installation features Revere No. 9700 series Fluorescent 
Island Lighters and Revere No. 4200 series floodlights, The 
gracefully upswept design of the island lighters spreads the light 
uniformly and efficiently, and lends a dramatic appearance. 
The floodlights are used to increase light intensity beyond the 
islands and also to light perimeter areas and approaches. For 
complete information on Revere outdoor lighting for service 
stations, write for catalog. 





1. Eight Revere No. 9708-VP Fluorescent Island Lighters 
with V.H.O. lamps provide high intensity lighting for the 
entire pump island service area. Fixtures are mounted at 
angle for efficient light distribution. 


2. Eight Revere No. 4213-P Alzak Aluminum Floodlights 
with 1000 watt PS-52 clear lamps provide additional illu- 
mination for perimeters. Six others (not shown) on Revere 
No. 199-G-20 hinged poles provide light for drive-ways 
and approaches. All floodlights are in pairs on Revere No. 
199-K crossarm brackets. 


3. Four Revere No. 462-220-AW octagonal tapered rigid 
steel poles, fitted with air and water outlets, support the 
floodlights and Island Lighters. Island Lighters are pendant 
mounted 14 ft. above grade on fixture brackets supplied 
with the poles. 


OUTDOOR LIGHTING 


Revere Electric Mfg. Co. « 


7420 Lehigh Avenue e 


Chicago 48, Illinois (In suburban Niles) 


Long Distance Phone: Niles 7-6060 © Chicago Phone: SPring 4-1200 © Telegrams: WUX Niles 
In Canada: Curtis Lighting, Ltd., Leaside, Toronto, Ontario 
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keep ahead of competition 


/ODAY + JOMORRKO 


Use these products for easier selling, faster 
service and better station operation. Keep your 
stations ahead of competition with sales and Prolong engine life - .- 


service aids which add up to more profits for you. 














SELOIL CABINETS . . . 5 models to choose from 
the correct model for every service station need . . . puts 
motor oil on the pump island in eye-catching, mass display . . . 
reminds customers to buy and the man on the driveway to 
sell motor oil . . . speeds driveway service . . . promotes station 
cleanliness. A new 48” cabinet to match low silhouette pumps. 
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SALES MESSAGE HERE 


Lweeicatiom® senerce 








LUBE SERVICE CENTER 
provides a simple, automatic 
customer reminder service and 
lube bay service record. Centralizes | 
write-up and follow-up of lube | 
bay service work. This is the } 
most automatic, economical and 
effective system available. 























REFRESHMENT PATIO 
brings additional customers into 
your station eliminates 
clutter protects valuable 
equipment organizes vending 
machine sales available in 
locking and non-locking models 
in lengths of 6, 12, 18 and 24 feet 
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For More information Write: 


MODERN METAL PRODUCTS COMPANY 


Box 1798 — Greensboro, North Carolina @ Box 691 — San Jose, California 
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New finger-tip controlled, 


&.  htwemenantixse * 


high pressure nozzle 


cuts delivery time, 


eliminates closing shock 


and leakage 


FOR FUEL OIL DELIVERY: 
1% in.—AA 4177 
1% in.—AA 4161 


ALUMINUM SWIVEL 
1% in.—AA 4188-125 
1% in.—AA 4188-150 


Order your trial nozzle by number 


Balanced action of new lightweight aluminum nozzle permits 
opening against 150 psi pressure with only one finger, is 
adjustable to various closing speeds without removing the 
nozzle from the hose, provides shockfree and leakproof 
closing under all operating conditions. Full streamlined area 
at all points offers unrestricted rate of flow under all operating 
pressures. And new lightweight aluminum swivel with nylon 
bearings can be supplied to eliminate kinks, twists or damaging 
tensions on the hose. 
Take advantage of this introductory offer! Try one of the 
FOR AIRCRAFT SERVICING: new nozzles for two weeks. If you are not entirely satisfied 


1% in.—AA 4171-5 with its operation, return it for full credit or refund. 
2 in.—AA 4158-5 


Order your trial nozzle by number 


PHILADELPHIA VALVE COMPANY 
ARAMINGO AVENUE AND EAST TIOGA STREET, PHILADELPHIA 34, PA. 


DISTRIBUTORS 


NORTHEASTERN PETROLEUM SERVICE & SUPPLY, INC., 37 BROOKLEY ROAD, JAMAICA PLAIN 30, MASS. « OIL MARKETING EQUIPMENT 
COMPANY, 325 FREMONT STREET, SAN FRANCISCO 5, CALIF. e HOWARD SUPPLY COMPANY, 5125 SANTA FE AVENUE,LOS ANGELES 11,CALIF, 
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To sell more automotive Baader 
Mi (ere) ma, 


“ * 


fod ac 
LUBREELS* 


‘Lincoln 
is our 
choice’”’ 


Ronnie Trombley + Larry Peete 
Ronnie and Larry’s Shell Service 
Plattsburgh, New York 


“The attractive design draws customer attention, and is in keeping with our 
new modern service station,’’ Ronnie says. 

“Lincoln is my choice,’”’ Larry adds, ‘“‘Because of its ease of operation and 
unique styling; also, I have found that maintenance-wise, it requires very 
little service.” 


You, too, will find that Lincoln Golden Standard 
Ceiling Lubreels (air or spring powered) give you 

*Trade Name Registered more service profits by delivering more lube jobs 
per hour at a lower operating cost. 


See your Lincoln jobber or write for Bulletin 536. A new color auto- 
motive film on merchandising TBA in lubritorium is now available. 


Write Lincoln film division. 


LINCOLN ENGINEERING COMPANY 


Division of The McNeil Machine & Engineering Co. 
4010 Goodfellow Bivd. + St. Louis 20, Mo. 
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G-E "CAP-TRAP” 
ACTUAL SIZE 


FREE* G-E “CAP-TRAP’ and 
sell more G-E SUBURBAN 


1. YOUR DEALERS WILL STOCK UP (but not overstock) on G-E SUBURBAN 
Headlamps because they’ll want a free G-E “Cap-Trap”. It can end gas cap losses, 
keeps ’em handy ... saves dealers time, money—saves customers too! Hefty 2%” 
magnet grips caps, Wittek “Sure-Tite’’ Clamp grips nozzle. *Costs dealers 
nothing ... it’s free when they buy 12 G-E SUBURBAN Headlamps and a 
Space-Saver pack of 10 G-E rear lamps at the regular price. Get your order in 
for G-E Headlamps and rear lamps — fast . . . offer good while supply lasts. 
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\ It's a fact! Many thou- 
: le sands of people have 
pe op € already done it! 
throwing i 
away both 
headlamps 
when one 


still 





True! They’re the only 

- 7” headlamps with the 

| low beam filaments on 

_ focus to give a “spot- 

firme A PAIR OF G-E SUBURBAN HEADLAMPS GIVES se i light” effect that con- 

2-HEADLAMP CARS TWICE AS MUCH LIGHT WHERE IT’S NEEDED! contretes light down 

_ the right side of the 
> road! 








m fil Miniature Lamp Deg 


Progress 's Our Mest /mportant Prodhect 


GENERAL @® ELECTRIC 





NATIONAL ADS can help you 
Headlamps this fall 


2. YOUR DEALERS’ CUSTOMERS WILL BUY PAIRS of General Electric 
SUBURBAN Headlamps. One reason: G-E full page advertisements urging 
motorists to buy a pair... a pair...a pair at a time! Readers of Life, Look, 
Post, Sports Illustrated, True, Popular Mechanics and Mechanix Illustrated 
will see why many thousands of people have replaced both headlamps (even 
though one still lights) with G-E SUBURBAN Headlamps. General Electric 
Co., Miniature Lamp Dept. M-027, Nela Park, Cleveland 12, Ohio. 


Progress /s Our Most Important Product 


GENERAL @@ ELECTRIC 
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Do you know the answer to this question? 


Q. Which is taxed at a higher rate— 


a fur coat? OR gasoline? 


A.The tax rate on gasoline is 
almost 5 times as high! 


Some other “gasoline tax” answers you should know! 


, What’s the average federal and state Q. How much have gasoline taxes increased 
tax on ten gallons of gasoline? in the last ten years? 


A, About one dollar! A, About 51%! (But the price of gaso- 
line itself has only increased 5.5%! ) 


Gasoline’s a buy...only the tax is high! 


COMMITTEE ON PUBLIC AFFAIRS 
of the American Petroleum Institute 
1271 Avenue of the Americas, New York 20, Néw York 
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THIS STATION IS EQUIPPED... 


to handle the 8 out of 10 vehicles requiring ignition servicing! 


Is YOURS? Ignition servicing is a virtually 
untapped multi-million dollar market! 8 of every 
10 cars require some ignition servicing. ..and their 
owners don’t know it! With proper equipment 
and parts, you can locate the trouble spots and 
correct them fast... ata handsome profit, too. 


NIEHOFF can help you cash in on the potential 
ignition servicing market in your area without a 
big investment in parts, testing equipment and 
specialized training. The NIEHOFF MAJOR and 
the NIEHOFF MINOR--attractively-priced, com- 
plete tune-up assortments — include both ignition 
parts and testing equipment plus the industry’s 


simplest how-to-do-it guide, ABC’s of MOTOR 
TUNE-UP. 

Equip now to give your customers the ignition serv- 
icing they require... the servicing they want from 
you! Do it with NIEHOFF, your single source for 
everything in tune-up parts, testing equipment, 
know-how and merchandising. Ask your jobber— 
or write us direct—for full information. 


FREE FACT BOOKLET... 
breaks down ignition servicing 
market. Write today! Request 8 
of 10 Cars Need Ignition Work. 


NIEHOF 


Cc. E. NIEHOFF & CO. + 4925 W. Lawrence Avenue « Chicago 30, Illinois 
Igaition Parts « Testing Equipment ¢ Hydraulic Brake Parts 
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PRESENTING 


THE NEW ROCKWELL “T-120” 
ROTOCYCLE TANK TRUCK METER 





FULL 120 GPM CAPACITY... 


with all the accuracy, installation ease 


and operating features you need 


A Complete Metering System—The Rock- 
well ‘*T-120”’ is the big brother of the highly 
successful Rockwell ‘*T-70’’. It combines the 
accurate measurement of a dependable 
Rotocycle meter with an efficient air sepa- 
rator, an easy-to-clean strainer, a smooth 
closing automatic shut-off valve and a ticket 
printing register. All elements are field 
proven and are ready to go to work with 
profit for you. 


Saves Space and Weight—Due to the lib- 
eral use of lightweight castings, the entire 
**120”’ system is less bulky. It is compactly 
designed to give you the most measurement 
in the least space. Savings made possible in 
space and weight can be applied advanta- 
geously to greater payloads. 


Easy to Install—In this design you have the 
option of three inlet positions and of two 
outlets. Thus the Rockwell ‘120’? can be 
installed in either old or new truck compart- 
ments with the utmost flexibility. Right or 
left hand assemblies can be made without 
using extra parts. 





Smooth, Automatic Shut-Off—To pre-set 
a delivery the operator just dials the quan- 
tity in advance by depressing levers under 
each register wheel, then opens the valve 
control and the meter ‘‘counts down’’ and 
shuts itself off in easy stages as the zero 
point is reached. 


Rotocycle “Flo-ward’’ Measurement—In 
the Rockwell ‘£120’ you gain the exclusive 
advantage of an all-revolving measuring ele- 
ment that turns quietly and easily on anti- 
friction bearings without metal-to-metal con- 
tact to assure years of accurate, trouble free 
measurement. 


For further details check your Rockwell jobber, 
your nearby Rockwell district office or write us. 
Rockwell Manufacturing Company, Dept. 
1214, 400 N. Lexington Avenue, Pittsburgh 8, 
Pa. In Canada, Rockwell Manufacturing Com- 
pany of Canada, Ltd., Box 420, Guelph, Ont. 


another fine product by 


ROGKWELL© 
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...with Morrison 


Protect your investment — avoid the tragic losses due to fire — demand Morrison tested 
emergency and escapement valves for all bulk storage tanks in your business. 


THERE IS A REASON WHY the Morrison valves shown here are fast becoming standard for the industry. 
As excessive pressures build up within tanks the top section of Morrison Escapement Valves lift off the seat .. . 
escaping vapors are directed outward from the escapement valve in a horizontal plane. Vapors are not 
directed downward to add additional heat to the already strained roof of the tank. Important features like 
this are causing more and more to turn to Morrison . . . Oil Equipment Headquarters. 


EMERGENCY VALVES — for use in every 
above-the-ground bulk storage tank. Easily 
installed from outside the tank, yet the 
disc, seat and all closing mechanism is 
inside the tank. Please refer to catalog 
for the size you need. Order Figure 272. 





ESCAPEMENT VALVES—for bulk station 
safety and economy. Relieve excessive 
pressure due to abnormal conditions. 
Figure 244, above, is for relief of pres- 
sure only—To be used in conjunction with 
a Figure 548 pressure-vacuum vent. Avail- 
able in 8 and 16 ounce pressure. 


For Safety’s Sake — Specify Morrison Vents 


MORRISON BROS. CO. 
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COMBINATION escapement valve, shown 
above, provides both pressure and vacuum 
relief, under emergency conditions. Figure 
548 pressure-vacuum vent should be used 
with this valve. Available in 8-16-32 ounce 
pressure with 1 ounce vacuum. 


OIL EQUIPMENT HEADQUARTERS | DUBUQUE, IOWA 
































adds greater value to 
CROUSE /HINDS 
EV Series explosion-proof 
lighting fixtures 


Now, at no extra cost to you, this new 
Crouse-Hinds Prismatic Globe reduces 
troublesome glare while increasing 
“seeing” brightness. Provides more 
efficient working light, by softening and 


» Reduces glare distributing the light evenly — without 


reducing the amount of usable light. 


. e ° By eliminating “hot spots”, the 
® Gives uniform brightness Crouse-Hinds Prismatic Globe reduces 
eye-fatigue . . . especially important 
in areas where reduced worker efficiency is 


e * ee 
* Eliminates normal hot itself a potential hazard. Prisms are 
spot” below fixture inside the globe to keep the exterior 


dust-free. Prismatic Globes are 

furnished with 100, 150, 200/300 and 
300/500-watt sizes of Crouse-Hinds 

EV Series explosion-proof lighting fixtures. 





Crouse-Hinds Series EV Explosion-Proof Lighting 
Fixtures are easy to install and relamp, provide 
high lighting efficiency in areas classified as Class 1 
hazardous by National Electrical Code. Available 


in choice of mountings, with a variety of reflectors (CROUSE/ ces, | 





for incandescent and mercury-vapor lamps. sraacuse | NEw vork 





OFFICES: Atlanta Baton Rouge Birmingham Boston Buffalo Charlotte Chicago Cincinnati Cleveland Corpus Christi Dallas Denver Detroit Houston Indianapolis Kansas City 
bos Angeles Milwaukee New Orleans New York Omaha Philadelphia Pittsburgh Portland, Ore, St. louis St. Paul Salt Lake City Son Francisco Seattle Tulsa Washington 
RESIDENT REPRESENTATIVES: Albany Baltimore Reading, Pa. Richmond, Va, 

Crovse-Hinds of Canada, Lid., Toronto, Ont. Domex, Mexico City, D.F. Peterco, Sao Paulo, Brazil 
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Cities Service Is Sailing 
For A Real Selling Season! 


Eye-catching billboards—a sales message that comes 
across fast—put them together and you've got more 
traffic at your Cities Service station. Motorists are see- 
ing these sales-boosting boards everywhere. They mean 
extra profits for Cities Service dealers and jobbers in ’60. 

And of course, you'll have strong local-station support, 
too. That’s why you've always got THE WINNING 
COMBINATION when you're on the Cities Service 


team. And 1960 is a big year for Cities Service all the 
way around. This is our Golden Jubilee year. We're 
heading for fifty more selling seasons. Yes, the sailing 
is smooth with Cities Service. Wouldn't this be a good 
time to join us as a Cities Service dealer or jobber? 
For the full story on Cities Service and the benefits 
you can expect as a dealer or jobber, write: Cities Serv- 
ice Oil Company, Sixty Wall Tower, New York 5, N. Y. 
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WEAVER LIFTS THAT CAN HANDLE ANY CAR! 
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Famous Weave® TWIN POST — 


Has never been obsoleted 
by changes in car design 


The newest and the oldest cars on the road can be 

handled with speed and ease with a Weaver EC-102 

Twin Post Lift. It adjusts to desired wheelbase in 

seconds . . . lifts cars at outer ends of front lower 

control arms for completely relaxed front end sus- 

pension. With a Weaver Twin Post Lift mechanics 

can work faster, more efficiently, service more cars in 

a shorter time. There are no rails to hamper under- 

chassis work. Weaver Twin Post Lifts are available 

for every type of station—four sizes, eight models to 

provide a full range of lifting capacities. Ask us for OLDER MODELS CAN BE MODERNIZED 
Any model Weaver Twin Post Lift, 


Bulletin NP 457. regardless of age, can be up-dated to 
handle current model cars with current 
production saddles and adjustable 
adapters, or conversion packages. 
Write us for details, giving lift model 
number and wheelbase capacity. 


2s - fF 8 8 


New WEAVER swiver 


SINGLE POST FRAME LIFT 


Requires minimum 
space—low in cost 


Acombination of compactness and versatility 
at low cost makes the new Weaver Swivel 
Arm Single Post Frame Lift ideal for many 
service stations. Because of the flexibility 
of its design, any American or foreign car or 
light pick-up truck can be raised at the 
chassis pick-up points recommended by the 
eel: aebendieabuaie rs — WEAVER MANUFACTURING DIVISION 
Long-reach, reinforced lifting arms - Noe ae gre A 
swivel from a narrow, one-piece all-welded 
center section of extra-strength solid steel. 7 GOLDEN 
They swing easily to under-chassis lifting Soto 1900 
points. Built-in, movable adapters can be INE—AND NO ONE BUILDS IT BETTER THAN WEAVER 
adjusted to four height positions. No 
attachments are needed. 
Available in both full- or semi-hydraulic 


models. Write us for Bulletin NP 842. 50 YEARS SERVINS THE AUUERETIVE SERVICE HNCNIET 


Complete Weaver line includes: Twin Post* Lifts ¢ Triple Post Lifts* « Frame Type, Roll-on and Free-Whee! 
Single Post Lifts « Unit Lifts « Bumper Jacks « Car Washers « Wheel Alignment Equipment « Headlight 


Testers « Brake Testers « Wheel Balancing Equipment « Jacks « Wheel Dollies « and Air Compressors. 
(*Registered Trademarks) 
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SCOVILLS NEW 1; FUEL OIL 
COUPLING MEETS ALL 2 
VITAL REQUIREMENTS! 


Before you re-order fuel oil couplings, it will pay to match their perform- 


ance against these 3 vital requirements. Here’s how Scovill meets them .. . 


T Do they offer economical, trouble-free operation? 


Scovill was the first to design and manufacture 
couplings for modern hose—and is, today, the 
nation’s leading supplier of fuel oil and gas 
pump couplings. Scovill has more first-hand, 
practical knowledge on correct application, use 
and maintenance of hose couplings than any 
other supplier. The new 134” coupling by Scovill 
has positive, permanent anchorage. Its ferrules 
are of high strength, cold drawn copper alloy 
with straight sides that parallel the hose body. 
Both sections have wide octagonal facets for 
tightening with ordinary wrenches. Scovill’s 
Full-Flow design permits uninterrupted flow 


and assures mechanical strength of entire 


assembly. ‘2 Are they available for immediate 
delivery? Scovill maintains the industry’s widest 
network of sales offices and warehousing facili- 
ties. A full stock of couplings is always on hand 
—from *4”’ to 3” in fuel oil couplings . . . and 
all standard sizes in gas pump couplings. All 
orders for couplings are shipped without delay 
anywhere in the U. S. or Canada! 3 Is fast 
service and expert advice available? Scovill main- 
tains the largest —and finest —sales force in the 
industry; they are ready to serve you when 
and where you want. For details, write: Scovill 
Manufacturing Company, Industrial Couplings 
Division, Waterbury 20, Conn. 


Hose couplings by SCOVILL 


MAIN OFFICE: 99 MILL STREET, WATERBURY, CONN. « CLEVELAND: 4635 W. 160TH ST. ¢ GREENSBORO: 1108 EAST WENDOVER AVENUE + HOUSTON: 2323 UNIVERSITY BLVD. 
SAN FRANCISCO: 434 BRANNAN STREET + TORONTO; 334 KING STREET, EAST 
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From bulk plant to service station, Butler buildings 
can help you build sales...reduce costs... in- 
crease profits. The reasons are simple. Two new 
exclusive curtain wall systems offer you traffic- 
building beauty with a substantial look that pro- 
motes customer confidence. Pre-engineering and 
precision factory-fabricated components offer econ- 
omies achieved only through mass production. But 
that’s not all. 

Butler bulk plant buildings offer you a unique 
combination of freedom of space and superior pro- 
tection for warehouses and maintenance buildings. 
Post-free, truss-free interiors, up to 120 feet wide, 
let you use every inch of floor space for storage and 
blending of oil and grease. Unobstructed storage up 
to the roof simplifies inventory of cases of canned 
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-- BUTLER BUILDINGS BOOST PROFITS 


oil and TBA items. Positive protection is provided 
with precision-formed wall and roof panels that 
provide a weathertight fit. And, Butler all-metal 
buildings are completely firesafe. 

Butler service stations build traffic in fair 
weather or foul. Butterfly canopies let customers 
drive in easily and buy in comfort. And, they pro- 
tect merchandise and displays. The net result is 
that you pump more gallonage, increase oil ratios 
and sell more TBA. 

When you develop or expand a marketing terri- 
tory, call your local Butler Builder . . . just one call 
will satisfy most of your building needs from bulk 
plant to service station. Ask him about Butler 
financing, too. See the Yellow Pages under “Build- 
ings” or “Steel Buildings” . . . or write direct. 


BUTLER MANUFACTURING COMPANY 
7454 East 13th Street, Kansas City 26, Missouri 


Contract Manufacturing 
Detroit, Mich. 


Manufacturers of Metal Buildings + Plastic Panels + Equipment for Farming, Transportation, Bulk Handling, Outdoor Advertising + 


Sales offices in Los Angeles and Richmond, Calif. * Houston, Tex. »* Birmingham, Ala. * Kansas City, Mo. * Minneapolis, Minn. * Chicago, Ill. « 
Cleveland, Ohio »* New York City and Syracuse, N.Y. « Washington, D.C. + Burlington, Ontario, Canada 
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“Bake your 


usiness 


Presa 


"Tires Batteries BAccessories 


Are your tire sales dragging—or ahead like ‘‘U. $:’? 
Are battery and accessory sales down—or up like “‘U. S:’? 
Take your TBA where you want it to go— ahead with U. S$. ROYAL 


THE U.S. ROYAL TBA program is your kind 
of TBA program. It can help you add worth- 
while new volume at a worthwhile profit. It 
makes sense. 

Sensible inventory and pricing, for example. 
In the three lines of batteries, a single price for 
12 volts, a single price for 6. Long shelf life. 


Hose, battery cables and fan belts all individu- 
ally boxed. Sensible balance, too: complete yet 
simplified line of accessories to increase your 


business. 
Put your TBA ahead. It’s easy. You’ll find... 


Great things are happening for you at U.S. Royall! 


ay tal 
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Write for Latest Guardian Bulletin B26 


Guardian Light Company 


500 NORTH BLVD. + OAK PARK, ILLINOIS 


Representatives in All Principal Cities 
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(Make your (litvae the work 
to build more service profits! 


_ ‘There it is, in your compressor, ready to spring ashy tedious service job go fast and easy to 
- into action . .. so why not make the most of air? —_ bring in extra profit. Perhaps it’s time for you 
_ Coupled to many items of “Great from Graco” to graduate to GRACO . in developing 
equipment, compressed air makes many a pre- _air-powered pumps for more profitable service. 


225-757 FT Here's how overhead reels 
Gear Lube {jf 


Pump -_ and air-powered pumps 
' team up to give you a truly 
MODERN LUBE SYSTEM! 


@ Name of the system is GRAcO Power- 
Flush .. . and it means just what it says! 
Powerful air-operated pump flushes all 
the old grease out no matter how dry or 
caked . . . works new lubricant in... 
eliminates all channeling. It’s the only 
method that provides both complete 
cleaning and thorough lubrication, while 
forming a protective seal at the exposed 
portion of the bearing. 


Graco overhead reels move lubricants 

quickly and smoothly from supply tub- 

“Mt ell ing into outlet hoses. Largest orifices 

225-959 eS 1 and reel hubs insure unobstructed, high- 

ATF Supply ‘ pressure volume of lubricants. Power- 

Unit = , * Trol valve provides instantaneous and 
ee positive action. 











: 4 New 12-page booklet gives the 
225-973 _ full story on GRACO Lube Bank of 4 Deluxe 





Hi py wc ™ Equipment—what it is, why it’s Overhead Hose yf 
e wrt better for building your service Reels puts any 


Lube Pump combination of 


high pressure, gear lube, 
motor oil, air, water or 
ATF right at your fingertips. 


profits. Write for free copy. . . 
today! 


TROL VALVES 
PRESTO-PAK HYDRA-CLEAN a f 
Sena a 


GRAY COMPANY, INC. * 865 GRACO SQUARE ¢* MINNEAPOLIS 13, MINN. 


ACCESSORIES i 


AIR REGULATORS 
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AN EXTRAORDINARY PUBLISHING ACHIEVEMENT OF OUR TIME}! 


Here Are the Many 
Fields Covered 


ACOUSTICS 
AERONAUTICAL 
AIRFRAMES 
AGRICULTURE & SOILS 
NIMAL ANATOMY 
PLANT ANATOMY 
ANIMAL SYSTEMATICS 
ASTRONOMY 
ATOMIC, MOLECULAR AND 
NUCLEAR PHYSICS 
BIOCHEMISTRY 
BIOPHYSICS 
CHEMICAL ENGINEERING 
ANALYTICAL CHEMISTRY 
INORGANIC CHEMISTRY 
ORGANIC CHEMISTRY 
PHYSICAL CHEMISTRY 
CIVIL ENGINEERING 
COMMUNICATIONS 
CONSERVATION 
CONTROL SYSTEMS 
CYTOLOGY 
ANIMAL ECOLOGY 
PLANT ECOLOGY 
ELECTRICAL 
ENGINEERING 
ELECTRICITY 
ELECTRONICS 
FLIGHT SCIENCE 
FOOD ENGINEERING 
FORESTRY 
GENETICS & EVOLUTION 
GEOCHEMISTRY 
PHYSICAL GEOGRAPHY 
SURFICIAL AND 
HISTORICAL GEOLOGY 
GEOPHYSICS 
GRAPHIC ARTS 
GROWTH AND 
MORPHOGENESIS 
HEAT 
INDUSTRIAL AND 
PRODUCTION ENGG 
LOW TEMPERATURE 
PHYSICS 
MACHINE DESIGN 
MATHEMATICS 
MECHANICAL POWER 
CLASSICAL. MECHANICS 
METALLURGICAL 
ENGINEERING 
METEOROLOGY AND 
CLIMATOLOGY 
MICROBIOLOGY 
MEDICAL MICROBIOLOGY 
MINERALOGY AND 
PETROLOGY 
MINING ENGINEERING 
NAVAL ARCHITECTURE 
AND MARINE ENGG 
NUCLEAR ENGINEERING 
OCEANOGRAPHY 
OPTICS 
PALEONTOLOGY 
ANIMAL PATHOLOGY 
PLANT PATHOLOGY 
PETROLEUM CHEMISTRY 
PETROLEUM ENGINEERING 
GENERAL PHYSIOLOGY 
PLANT PHYSIOLOGY 
SOLID STATE PHYSICS 
THEORETICAL PHYSICS 
PLANT TAXONOMY 
PROPULSION 
PHYSIOLOGICAL AND 
EXPERIMENTAL 
PSYCHOLOGY 
INVERTEBRATE ZOOLOGY 


The Entire Span of Today’s Scientific, Engineering 
and Technical Knowledge Encompassed in a Monumental 
Reference Work Containing 8,500 pages of Text, 








McGRAW-HILL 
ENCYCLOPEDIA OF 
SCIENCE and TECHNOLOGY 


2,015 Contributors, including Nobel Prize Winners, Respected Leaders of Research and 
Industry ... Over 6,000,000 Words — from Concise Articles to Amazingly Comprehensive 
Treatments . . . 100,000-Entry Index ...a Wealth of Maps, Charts, Diagrams, 
Drawings, Photographs ... many more than in any comparable work of reference. 


N epoch-marking publishing venture — pro- 
A viding up-to-date, authoritative information 
on all the sciences of our day — is being com- 
pleted. The new McGraw-HILL ENCYCLOPEDIA 
OF SCIENCE AND TECHNOLOGY will make readily 
accessible within its 15 volumes a vast fund of 
knowledge covering hundreds upon hundreds of 
subjects dealing with the whole spectrum of the 
physical sciences, life sciences, earth sciences, 
and engineering. 

This major work fulfills a prime need of the 
scientist, the engineer, the technician — whether 
concerned with pure research or practical ap- 
plications — whether his work is of a design or 
operating nature — whether he wants to review 
or keep abreast of the vastly enlarged knowledge 
of his own field or must bridge the gap between 
his specialty and unfamiliar areas into which 
his work leads him. 


Unequalled in Timeliness, Clarity, Depth 


This unique library makes it possible for you to have 
as near as your office, laboratory, plant, or home an 
all-knowing corps of specialists to which you can turn 
for precise, authoritative information. You can get 
answers to specific questions raised through daily pro- 
fessional activities or simply explore in a random way 
the universe of today’s scientific, engineering, and 
technical knowledge — distilled into 7,224 compre- 
hensive articles. Whatever your own field, whatever 
field your work is related to, you will find it here. 


A Work of Unsurpassed Authority 


The names of the contributors read like a “Who's 
Who” of the world’s scientific community. All are 
recognized specialists — in many instances, articles 
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were written by the very person credited with new 
discoveries and developments in a given field. Among 
them are Nobel Prize Winners and others who have 
distinguished themselves for their original and sig- 
nificant work. 

Nothing comparable in breadth of conception, in 
authority, in usefulness, has ever before been offered 
in a reference work of this kind. As an all-embracing 
general reference or a practical working tool, this 
Encyclopedia belongs in the home and professional 
library of everyone with an interest in science and 
engineering. An annual Supplement Volume keeps 
it always up to date 

By reserving your first edition set now, you will 
enjoy the benefit of a special money-saving introduc- 
tory price. Mail the coupon for full details. 


‘Tt MAIL THIS COUPON =tt 


McGraw-Hill Book Company, Dept. NPN-8 
327 West 41 Street, 


New York 36, New York 


Please send me without obligation your pre-view 
brochure on the new McGraw-Hitt ENCYCLOPEDIA 
or SCIENCE AND TECHNOLOGY in 15 volumes; also de- 
tails of your introductory price offer and terms of 
payment. (No salesman will call.) 


1 Seer eee PET re . 
Address... 


City & Zone 


State 











| 
! 
] 
| 
| 
| 
| 
! 
! 
| 
| 
! 
| 
! 
| 
| 
| 


oN 








Increase gallonage and profit with sure-fire gifts! 


Anchorglass Tumblers may never replace pump hoses, 
but they do fill gas tanks. All over the country, large and 
small service station operators report booming business, 
extra profits with an easy gift premium program that 
delights all drivers. These colorful, tall, 16-ounce frosted 
tumblers, trimmed with 22K gold, are given away free, 
one glass with each purchase of 10 gallons or more. The 
eight authentic Antique Auto decorated tumblers have 
universal appeal and they’re exclusive—not for sale in 
any store! Customers really go for the idea of a new “old” 


Photo courtesy of Thompson Auto Museum; Cleveland, Ohio 


car with every trip to your station...and they keep coming 
back to get complete sets! Even more important, new 
customers flock around, drawn by the appeal of the point- 
of-sale display pieces that you get free as part of the 
package. You get A-board signs in brilliant color, over- 
the-island cloth-backed banners, and newspaper mats. 
The Service Station Spectacular is a cinch to handle — 
no stamps, no confusion. And it’s inexpensive, costing 
you under 1¢ per gallon, but worth far more! For com- 
plete information, send the coupon today. 
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GLASS TUMBLERS FILL GAS TANKS! 


SHSSHSHSSESSSHEESESESSHESSESEEHEHHE HEHE HEHEHE EEEE 


ANCHOR HOCKING 
GLASS CORPORATION 
LANCASTER, OHIO 


Please send me the free booklet 
on the Antique Auto Service 
Station Spectacular. 


ABOARD sign — NAME 
NOW...MORE THAN EVER... N~28"x 44” 


ANCHORGLASS 


MAKES YOU MONEY...MAKES YOU FRIENDS! 


STATION NAME_— 


ADDRESS 


CITY ZONE STATE 


@eeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeee 
Ceoeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeee 


NP-8-0 


POSSESSES SEEEHSSEHSEHSSEHSEHESESHESESSHESSEHEHEEEEEEEEEE 
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The first of its kind in the U. S., this dock-side plant for cleaning tankers uses oil-resistant 
neoprene hose to finish in hours a cleaning operation that previously required days at sea. 


NEOPRENE HOSE HELPS CUT 


CLEANING TIME FOR TANKERS BY 75% 


Oil-resistant neoprene hose helps achieve remark- 


able efficiency at this land-based tanker cleaning 
station. Sludge, oil residue, gas and scale are dis- 
charged from tankers . . . then tons of hot and cold 
water, mixed with powerful detergents, are pumped 
in... all through hose made of tough, durable 
Du Pont neoprene. 

Neoprene synthetic rubber not only resists 
oil and heat, but also sun, weather, aging and 
abrasion. This unique combination of properties 
helps keep downtime at a minimum. The result: 


a saving of 75% in the time required for tanker 
cleaning. 

Here in marketing, as in the other divisions of 
the industry (exploration, production, refining), 
neoprene’s unique combination of properties is the 
key to lower hose maintenance costs. Whatever 
your oil handling problem, there’s a hose made of 
tough, durable neoprene to fit your needs. Call 
your local rubber goods distributor for the facts. 
E. I. du Pont de Nemours & Co. (Inc.), Elastomer 
Chemicals Department NPN-8, Wilmington 98, Del. 


NEOPRENE 


SYNTHETIC RUBBER 


EG. u 5. pat. OFF 


Better Things for Better Living ... through Chemistry 
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Your Dealers 


Get in the Tire Repair Business with 
With This NEW DILLMOBILE REPAIR CENTER 


Tire repairing is good business, steady business, profitable 
business, And your dealers can do it easier, better and faster 
with the new Dillmobile. It puts everything right at their 
finger tips. Lets them inspect and repair tubeless tires or 
tubes quickly, easily. Speeds up tire repairs. Gives better 
service. No fumbling around, no hunting for materials or 
tools. The saving in time alone makes it a smart investment! 


The Dillmobile is sturdy—built to last! Construction is 
all-steel, coated with a durable enamel finish. Completely 
portable, it rolls effortlessly, quietly on heavy duty 5 x 1” 
rubber treaded wheels. Brake locks unit securely in position. 
Double electrical outlet for attaching power tools. 36’ long, 
21” wide, 38” high including 4’’ backstop. Excellent for 
performing safe, sure, electrically vulcanized Dillectric tire 
and tube repairs! 


Let the Dillmobile improve your dealers’ service . . . and 
profits. Or better yet, use it as a special premium! 


* For more information, write to The Dill Manufacturing 
Company, Dept. N-{ for free catalog 1329. 
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The new Dillmobile No. 6669. 
A complete, self-contained tire 
repair center, dealer priced at 
$99.95 (including spreader). 


If tempered masonite top desired 
—add $3.50 Part No. 6669-M 


Your current Dillectric equipment can be mounted 
quickly on the Dillmobile. All Dillectric supplies 
will fit in the specially designed storage drawers 
and cabinets. 








The DILL Manufacturing Company 
700 E. 82nd Street +» Cleveland 3, Ohio 











This is one of a series of ads which Gulf has addressed to those who 
write and edit the news. It is reprinted here as a service of information. 








GULF PRESS CONFERENCE 


A service of Gulf Oil Corporation in the cause 


of creating—through the facts as we see them 





—a fuller understanding of the oil industry. 


Is +1 million a mile a fair price? 


That’s what you’ll be paying, through your government, to build the new 
interstate highway system by 1976. Some $40 billion for 41,000 miles. It 
is probably history’s greatest public works project. It will benefit the 
economy and promote national defense. But $40 billion is a lot of money. 
If the costs are not being fairly shared—and if your dollars’ value is not 
being fully realized—you should know about it. 


Q. Wasn’t that $40 billion figure some- 
what lower at the start? 


A. Some $12.4 billion lower. The Feder- 
al-Aid Highway Act of 1956 asked $27.6 
billion for 40,000 miles. Of this, 90% 
was to come from a Federal Highway 
Trust Fund, 10% from the States. But 
two years later the cost was $40 billion. 


Q. That’s a mighty big boost. What was 
the reason for it? 


A. In some part, it was the addition of 
1,000 miles of roadway. For the most 
part, however, it was the sharply raised 
cost estimates of the states through which 
the system passes, The states, you see, 
pay all costs, then seek a 90% repayment 
from the Trust Fund. 


Q. Where, specifically, are all the dollars 
coming from? 


A. Under the 1956 law, the federal gaso- 
line tax covered 80% of the costs. Other 
road-user levies would make up the rest. 
But when Washington raised the gas tax 
from 3¢ to 4¢ a gallon last October, it 
also raised gasoline’s share of the cost to 
about 85%. This percentage is to hold 
until the 1¢ boost ends June 30, 1961. 
Then, other vehicle levies will fill the gap. 
In short, the road user is footing the 
whole bill. e 


Q. Isn’t that as it should be? 


A. If the new system were meant simply 
as a motoring convenience, yes. But the 
highway bill was passed principally for 
its national defense and overall economic 
values, It will help the military move 


66 


men and materials quickly. It will stimu- 
late industrial complexes, lift land values, 
open up new tax sources, So it would 
seem defense and general funds should 
also help finance the highway project. 


Q. Will the road-user taxes you mentioned 
cover the cost? 


A, They could—with two big “‘ifs”’: first, 
if costs don’t rise any more and second, 
if the road-user revenues are earmarked 
for the program. 


Q. Let’s look at the first ‘‘if.”’ Is an- 
other cost rise likely? 


A, The facts certainly suggest so. Re- 
member that, only two years after the 
original estimates were computed, the 
costs had already risen by 45%. 


Q. You suggest, then, that we’re not get- 
ting good dollar value? 


A. Some of us think not. Bureau of Pub- 
lic Roads officials have said that mini- 
mum BPR standards were being exceeded 
and that plush design may be adding to 
cost. And Virginia’s Senator Harry F. 
Byrd wrote these words to the Secretary 
of Commerce, “On the basis of the kind 
of experience we have had with the inter- 
state system to date, it is not difficult for 
me to foresee costs rising to a point in 
excess of $50 billion by 1975.” 


Q. You also suggested that all road-user 
revenues are not going to the highway 
fund. Isn’t that true? 


A. Unfortunately. In 1959, the federal 
governmentcollected $3.6 billion in road- 
user taxes—mainly on gasoline. Of this, 


39%—$1.4 billion—was turned over to 
Treasury’s general fund. Some states also 
divert road tax revenues, In 27, constitu- 
tions forbid this, But in 1958, $303,326,- 
000 was diverted. That’s 6.5% of $4.7 
billion taken in, 


Q. If the taxpayer pays anyway, what’s 
wrong with present financing? 


A. It’s unfair two ways. First, the road 
user—mainly the motorist—is paying for 
more than the roads, He’s footing a huge 
bill for national defense and economic 
development which should be paid from 
other funds, Consider this: at the De- 
fense Department’s suggestion, bridges 
over the system are to be raised from 14 
to 16 feet so that missile-carrying trucks 
can pass. This will add roughly $1 billion 
to the highway bill—but nothing to mo- 
toring convenience, 


Q. And what do you see as the second 
wrong we face? 


A. Present practices are pushing gaso- 
line taxes—and thus, gas prices—unnec- 
essarily high. They’ve caused two tax 
hikes already, 1¢ in 1956 and I¢ in 1959, 
(Taxes now take nearly 50% of the pump 
price.) And Washington is now asking 
another 14¢. If all the road-user revenues 
had gone into the highway fund, last 
year’s I¢ rise in gasoline taxes wouldn’t 
have been necessary. 


Q. What do you think we should do to 
right these wrongs? 


A. Simply beconsistent. The government 
shouldn’t have it both ways. If it’s wrong 
to divert general funds to highways, it’s 
also wrong to divert highway revenues to 
the general fund. We should bring de- 
fense and general funds into the program 
and earmark al/ road-user revenues for 
it. We must naturally see to it that no 
waste creeps in, 


We welcome further questions and comment. 
Please address them to Gulf Oil Corp., 
Room 1300, Gulf Bldg., Pittsburgh 30, Pa. 
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» Here’s the new WARNER 


TRADE MARK 


eC 
. “< Y Take - Your - Choice”’ 


Fall Free Deal! 
ge we ~\\) 


GET THIS GET 
NEW BISSELL 1 FREE CASE 


SHAMPOO MASTER Sm ace apr a 
WITH EVERY (non-metallic, 


deposits tiny fibers to repair 
4 CASES OF ANY 
WARNER leaks) INSTEAD OF 


COOLING SYSTEM SHAMPOO 
PRODUCTS! MASTER 








The Bissell Shampoo Master is 
the greatest new idea for the 
home today. Really makes a 

wife happy! Cleans and 
brightens rugs with no 
stooping, kneeling or 
scrubbing. Saves big 
cleaning bills. 


Here's all you do 


Dealer orders 48 cans (4 cases) of any selection of Warner Radiator 
and Cooling System Products and receives the new Bissell Sham- 
poo Master—absolutely free. Or, if the dealer prefers—instead of 
the Shampoo Master—he receives 12 cans of Warner Liquid Solder 
(non-metallic, deposits tiny fibers to repair leaks), absolutely free. 


Nationally Advertised in (Post) and LIFE! 


ORDER NOW! OFFER EXPIRES SEPTEMBER 30, 1960 


Warner Liquid Solder (non-metallic, deposits tiny fibers to *¥Stem sealer |; 

repair leaks) $1.00... Warner Protector and Water Pump # 10 AC Depge,, asi 

Lubricant $1.00 . .. Warner Speed Flush $1.00... Warner MOti es RACKS ay rite 

Heavy Duty Cooling System Cleaner $1.50 . . . Warner Se CKS AND TRACTORS 

Block Repair—Heavy Duty Sealer $1.50 (suggested retail eh oP 
i ) i i en ae ; 


WARNER-PATTERSON COMPANY 600 S. Michigan, Chicago 5 * Toronto 2, Canada 
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MAKES 


TBA. 
SALES 
JUMP 


TO 
ATTENTION! 


THE 


GENERAL 








TIRE 


RECOGNIZED FOR QUALITY THE NATION OVER 


Wherever oil marketers take on the General Tire, a big 
step-up in sales and profits naturally follows. That’s be- 
cause the General Tire offers a full line of quality tires, 
batteries and accessories, backs up that line with full- 
power support at every level. This is what you and your 
dealers need to make TBA operations pay off... and you . 
get it with the General Tire! Check General’s TBA pro- 
gram for yourself... why not now! 


@ Complete line of passenger, truck and farm tires 

@ Consistent and concentrated advertising help 

@ Complete marketing and merchandising programs 

@ Warehouse facilities as near as your telephone 

@ Sales training aids designed to boost sales and profits 


write today to 
W. A. ROBINSON 
7BA Sales Manager 


THE GENERAL TIRE & RUBBER CO. + Akron, Ohio 
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Rockwell-Standard’ 
Traction Equalizer... 


\" pa 


(Vke 


Ypher Phoiity.. ROCKWELL-STANDARD NY 


CORPORATION 


The Rockwell-Standard Traction Equal- 
izer provides a substantial increase in 
tractive effort to the wheel with the best 
road adhesion. It is effective on a vehicle 
even if one pair of driving wheels has no 
traction. Provides safer, surer perform- 
ance on or off the highway . . . easier con- 
trol on curves, slippery pavement and 
soft ground. Eliminates tendency of 
vehicle to swerve when one wheel sud- 
denly loses traction. 


Automatic actuation. Doesn’t depend on 
driver to start it working. Whenever one 
wheel tends to turn faster than the other, 
Traction Equalizer starts to work. 


Tailored to your needs. With multi-drive 
axle vehicles, each axle may be equipped 
with Traction Equalizer units. No matter 
where your vehicles operate—on or off 
the highway — the Rockwell-Standard 
Traction Equalizer gives your vehicles 
better traction. 


Self lubricating. Traction Equalizer auto- 
matically picks up standard axle lubri- 
cant and works it through unit. 


Less maintenance. Normally, Traction 
Equalizer requires no maintenance be- 
tween axle overhaul periods. It also 
cushions impact of heavy loads on tires, 
shafts and gears. 


KWEY 


a t-Cal-taalt-t-ilelame- tale me 4i-mm BD) R’al-tlolalm @1-s4ge)h anGP—2m Ui lotallol-ta 
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EVER-TITE « 


EVER-TITE 
STANDARD 
ADAPTER AND 
COUPLER 


EVER-TITE 
ADAPTER 
AND 
COUPLER 


EVER-TITE oa 
SHANK { 
HOSE 
COUPLING 


Here is why EVER-TITE assures 
speed... safety... economy 


Superior quality forged body y 
--precision machined ae 


Uniform wall thickness 


—no week spots—_ ms we? 


Extra heavy reinforcing rim y 


Larger diameter cam ears t 
for longer service life 


— 
Extra 
Hi-Strength Stai 
forged Steel 
handles pins 
—greater —greater 
economy safety and 
longer 
service 
Uniform heavy 
wall thickness se 
oe See Apeme Superior quality forged body ay 
— precision machined 
—accurote tolerances 


Recess retains gasket 
in coupler and assures 
proper placement 











ou save time in deliveries—and reduce wear and 
maintenance costs—when you use Ever-Tite 
Couplings. Ever-Tite gives you the finest in quality 
and engineering. And Ever-Tite gives you tight 
connections every time—because every Ever-Tite 
has positive gasket compression that is dependable 


The Best In 
uvick Couplings 


For Tight Fill 
Deliveries 








exmf 


EVER-TITE “99” COUPLER 
with Sight Gauge 
3” 


97 
Locking Cap 


97 
Twisting Cap 


under all conditions. Get Ever-Tites—and get the ‘ 
best in quick couplings. There is an Ever-Tite for ——o ‘ Sse 
every need. Ask your distributor. Ever.Tite ae a 
Brass Aluminum Fill Cap “99” Coupler 
Stainless “a 
Malleable Monel Also a TIGHT FILL 


complete 
Other materials available on request SYSTEM 


EVER-TITE 
ADAPTER 
AND COUPLER @ jill 
FOR . ie Dust Plug Dust Cop 
TANK CAR EVER-TITE 


UNLOADING DUST PROTECTORS 


COP 


EVER-TITE 
90° FULL-FLO Chain for attaching Dust Caps 
or Dust Plugs 


ADAPTER AND COUPLER ; 


Drop Tubes or Pipe Threads to ters or lers 


Wl a 
EVER.TITE ‘ j | FE. 
COUPLING ELBOW AND | ¥ tT in 
CHECK VALVE UNIT SVER-THES. | i) — 
M.1.0.* SR MAME Bf EVER-TITE EVER-TITE 
COUPLER me) § GASKETS HANDLES 


*Maximum inside diameter 


EVER-TITE COUPLING CO. INC., 254 WEST 54TH STREET, NEW YORK 19, N. Y. 
70 





M 











EVER-TITE SPOOL ADAPTER 
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Ahead of the News 





IN WASHINGTON 


Minimum-Wage Bill—Congress is expected to decide 
this month whether service station employes should be 
put under federal minimum wage coverage. The special 
post-convention session of Congress has pending a new 
minimum-wage bill, which will be managed in the Senate 
by Democratic Presidential nominee John F. Kennedy. 
The Senate committee version of the bill would require 
minimum wages to be paid employes in service stations 
grossing more than $250,000 in the previous year. The 
House turned down a provision sponsored by Rep. 
James Roosevelt (D., Calif.) which would have required 
minimum-wage payments of company-owned and com- 
mission stations, but not of lessee dealers. A House- 
Senate conference on the wage bill is expected to 
decide the outcome about mid-month. 


Residual-Fuel Prospects—The government plans no 
early change in its methods of regulating residual-fuel- 
oii imports. But higher allocations, expected to be an- 
nounced this month, are due for the fourth quarter. The 
residual program is coming under increasing fire. Esso 
Standard has warned its heavy-fuel-oil customers of a 
“definite threat of shortage” of residual. In a letter to 
accounts, Esso blamed this situation on mandatory 
government controls cutting third-quarter heavy-fuel 
imports in half. New England leaders protested when 
residual price rose 15¢ bbl. in July. Interior Dept. of- 
ficials admit they don’t like the basis of residual con- 
trols (1957 imports constitute the base) and are con- 
tinuing to look for some other regulatory method. 


AROUND THE COUNTRY 


1961 Business Outlook—A prudent man would antici- 
pate a lower level of industrial production next year 
and little or no growth in gross national product, say 
some New York investment counselors. This could be 
altered significantly, however, by two major imponder- 
ables: federal spending, depending largely on who the 
next President is, and Federal Reserve monetary policy. 


CPMC Hits 1¢ Differential—California Petroleum 
Marketers Council is training its artillery on the so- 
called 1¢ differential between major and independent 
brand prices. In a heated debate at its summer meeting 
last month, CPMC resolved to protest to Shell Oil Co. 
against its 1¢-differential pricing in the Sacramento- 
Stockton area, and to study possible legal action. Dis- 
senting, CPMC counsel Dan Lundberg urged the 
group to “leave pricing to the dynamics of competition.” 


Gulf in Puerto Rico—Gulf Oil Corp.’s first Puerto 
Rican stations will go on stream Oct. 1. All dealer- 
operated, they’ll be in the greater San Juan area. 
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Oil to Figure in Campaigns 


Oil imports, depletion, and a national fuels policy 
will all play roles in the 1960 Presidential cam- 
paigns. Sen. John F. Kennedy (D., Mass.), the 
Democratic candidate, has opposed restrictions on 
oil imports, particularly those on residual fuel oil. 
Kennedy also has voted to reduce oil and gas per- 
centage depletion and has voted against natural-gas 
legislation to ease federal controls on independent 
gas producers. Sen. Lyndon B. Johnson (D., Tex.), 
Kennedy’s vice-presidential running mate, has taken 
exactly the opposite position on all these issues. 
Kennedy, while campaigning in West Virginia 
earlier this year, also backed the coal industry’s 
bid for a national fuels policy. 

The Democratic platform addresses two of these 
issues. One plank calls for closing tax loopholes, 
such as “inequitable” depletion allowances. Poli- 
tical observers say this means oil and gas depletion. 

« 

Both Democratic and Republican platforms are 
encouraging the coal lobby’s goal of a national 
fuels policy. The Democratic language is strong but 
general: “We support the establishment of a na- 
tional fuels policy.” The GOP platform promises 
“long-range . . . fuels planning and programming, 
including increased coal research.” 

The Republican platform indirectly supports oil 
and gas depletion, with a plank almost identical to 
that of 1956. Republicans failed to take any specific 
position on oil imports or natural-gas legislation, 
although industry pleas were made to the platform 
committee. 











Distributor-Aid Program Expands—Mobil Oil plans 
to go national with its special distributor analysis pro- 
gram (NPN—May ’59, p121). The object of the pro- 
gram is to provide each distributor with a complete 
analysis of his operation and, wherever possible, with 
recommendations on how to improve it and make more 
money. The plan originated on the West Coast with 
General Petroleum, formerly an affiliate but now a 
Mobil division. When the distributor wants an analysis, 
the supplier sends in a headquarters specialist and dis- 
trict manager to go over the operation with the dis- 
tributor and make suggestions. 


Gulf-Coast Bustle—Republic Oil and Signal Oil & 
Gas are both starting marketing operations on the 
Texas Gulf Coast. Signal is said to be hitting the smaller 
towns with one of the later-model portable skid-type 
outlets. Following a big sales conference, Republic is 
understood to be jumping in with a half-dozen outlets 
around Houston. 


More Ahead of the News 
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Ahead of the News 


Private-Brand Supply Problem — Some private- 
branders report the supply situation has become more 
difficult, causing them to wonder about the long-term 
outlook. In some areas, private-branders claim cost of 
unbranded gasoline has risen disproportionately to 
branded, making it harder for them to compete. In 
the East, Hess and Paragon used to be sources for some 
independents, but not lately. Because of Hess’s interest 
in the Merit and Save-way chains, through the Mead- 
ville Corp., other private-branders can’t count on Hess 
for product. Texaco’s general policy of not selling gaso- 
line to private-branders has been extended to Paragon, 
which it acquired a year ago. Some eastern private- 
branders look to Delhi-Taylor, independent Texas re- 
finer, as a possible source because of its expressed in- 
terest in expanding in the eastern market. 


Guarantee a Minimum for Dealers—Now before 
regional meetings at Sun Oil is a new program to insure 
a minimum income for lessees in the early months of 
their dealership. The company has already tested the 
program. It calls for making up the difference, if any, 
between what the new dealer actually makes and a 
figure set by the company as a minimum. 


Insurance for Credit Card Holders—Standard Oil 
Co. (Indiana) will offer travel accident insurance to its 
credit card customers and their wives or husbands. A 
$10 semiannual premium will be chargeable to the 
credit card, will provide coverage of $25,000 for ac- 
cidental death, $25,000 for loss of two members, or 
$12,500 for loss of one member. 


Texaco Next?—A study of Texaco’s organizational 
setup is being made by McKinsey & Co., management 
consultants, giving rise to speculation that some form 
of reorganization is shaping up. Texaco went through 
a reorganization several years ago, after a McKinsey 
study, that led to the centralized, national-scope setup 
existing today. In recent years, other large companies 
have reorganized extensively, among them Gulf, Jersey, 
Continental, Socony, and Indiana Standard (see page 
81). One version is that a new Texaco setup would con- 
sist of an over-all corporate arrangement for broad 
policy-making and fiscal affairs, and a separate com- 
pany or companies for operations. This is what Jersey, 
Socony Mobil and Indiana Standard have done. 


More Jobbers Bow Out—On top of Tidewater Oil’s 
purchase of its Woodhaven, N. Y., jobbership, Golub 
Bros. Gas & Oil Corp., two other majors are said to 
be talking purchase terms with their jobbers. California 
Oil Co., which recently bought out Community Oil 
Co., Portland, Me., is negotiating with Hoffman Fuel 
Co., Bridgeport, Conn., whose affiliate, California 
Marketers, have handled Cal-oil products since about 
1950. Shell, which recently bought Buckley Bros., also 
of Bridgeport, is said to be talking purchase terms 
with Long Island Ice & Fuel Corp., its jobbership in 
Riverhead, L. I. 
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Pleasure-Driving Campaign—Ashland Oil and Re- 
fining has just launched a three-medium advertising 
campaign designed to encourage more pleasure driving. 
Newspaper, radio, and television commercials in Ash- 
land’s 12-state marketing area advise motorists to “Take 
to the Road for Fun!” George W. Sisler, advertising 
and sales-promotion manager, says the campaign is 
the first to carry out API’s program to boost gasoline 
demand. 
« 


Trading-Stamp Battle Looms—Many California 
service-station dealers are revolting against trading 
stamps. The revolt was triggered by the state attorney 
general’s ruling that the cash value of stamps must be 
posted as part of the price of gasoline (NPN—July 
p24). About 750 dealers in suburban Los Angeles have 
given up stamps. Some dealer groups are organizing to 
ditch them. In the San Francisco Bay area, the anti- 
stamp movement is reportedly 90% effective in some 
towns, less in others. Meanwhile, trading-stamp com- 
panies don’t seem frantic. They apparently believe that 
the same economic forces that brought stamps in will 
keep them in. One dealer holdout, for instance, can put 
strong pressures on others in the area to use stamps. 


6 
Ohio Oil Pushes East—Marathon-brand products are 
now moving out of Ohio Oil’s new 195,000-bbl. ter- 


minal in Brecksville, suburb of Cleveland. It’s another 
step in Ohio Oil’s plans to enter the Cleveland-Akron 


market. Ohio Oil says it is buying new sites and ac- 
quiring outlets to convert to Marathon. (For a report 
on the oil-marketing scrap brewing in Ohio, see NPN 
—June p114.) 


Pricing Control Threat—An Alabama legislative com- 
mittee headed by E. O. Eddins, state senator and Amoco 
jobber, says it’s considering a bill to put pricing of 
gasoline and other oil products under regulation of the 
Public Service Commission. Eddins says the commit- 
tee will recommend this action to the 1961 legislature if 
alleged price-fixing by majors is not stopped by then. 


IN DETROIT 


Gas Turbine for Trucks—Ford Motor Co. is pushing 
its work on a compact gas turbine for heavy-duty trucks. 
Its latest version develops one horsepower per two 
pounds of engine weight. 


Not for Tomorrow—Cars powered by solar or nuclear 
energy are a long way off, say two General Motors 
engineers. What’s needed for a solar-powered car, they 
say, is the development of a quick means of doing na- 
ture’s job of concentrating and storing solar energy. 
“No such means are presently in sight,” they add. 
Weight of shielding knocks out the chance of a nuclear- 
powered car, they contend. “It’s been estimated the 
minimum weight of a nuclear reactor power plant of 
automotive size would be at least 100,000 Ib.,” they 
maintain. 
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Trends to Watch 





As a chronic industry headache, premium gasoline ratios are getting right up there 
with motor-oil ratios. Ethyl Corp.’s latest retail gasoline sales bulletin shows one 
new all-time low in premium-grade gasoline ratios, recorded this past spring in 
Fargo, N.D. Percentage of premium to regular grade in Fargo was 21.3 for April, 
compared with 25.7 in April, 1959. Fargo’s four-month ratio of 24.7 is the lowest 
in the country for that period. 

Over-all, Ethyl’s premium-gasoline ratios show a pronounced decline. The per- 
centage for 117 metropolitan areas was 40.3 in April, a drop of two points from 
1959. The four-month total was 41.3. 

Significant declines were reperted on the West Coast, where premium volume 
has traditionally been high. Los Angeles, at 55.6%, is down from 60.4% in 
April, 1959. San Francisco-Oakland recorded 50.1%, down from 54.2% the 
previous year. 

Like declining motor-oil ratios (NPN — July, p157), declining premium gaso- 
line ratios.spell trouble for profits unless the downtrend can be reversed. Whether 
it can be is a question. Auto manufacturers are pressing the oil industry for 
higher-octane regulars to meet their new-car economy claims; compact cars are 
selling beyond expectations. These factors make the premium-gasoline picture 
a cloudy one today. 


—NPN— 


After a sickly winter, retail prices are looking healthier again. The Midwest where 
the trouble was most extensive, is much better now. In a survey of 11 major 
population centers made last March, Platt’s Oilgram Price Service found motorists 
buying 2¢-10¢ under “established” prices in all 11 markets. Checking again last 
month, Platt’s reported prices “up sharply in each instance.” Only trouble areas 
remaining: Chicago, with scattered local soft spots, and Minneapolis-St. Paul, with 
prices a cent or so under normal. (For more details, see page 168.) 


“Reorganization Jitters” is the newest popular occupational ailment. As a reaction 
to extensive reorganization in big oil companies, some responsible executives are 
remarking openly that perhaps outside management consultants have been given 
too much leeway in some cases. As a result, some reorganizations have gone too 
far, too fast, they aver. As a result, they say, a 1960 ailment is reorganization jitters. 
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Your Personal Business 





Been keeping a detailed record of expense account spending since the 1960 tax 
year started? If not, better start before the backtracking becomes too complex. 
There’s no problem if your company’s policy calls for a regular detailed account- 
ing, but executives with a free rein—a drawing account, for example—should 
remember the threats made by Internal Revenue Service last December. IRS an- 
nounced a “crackdown” on expense-account living, designed to recover an esti- 
mated $700-million worth of taxes lost annually. The idea is to shift emphasis 
from individual to company. Both must now produce detailed expense records. 
Comparison of the two is the key to snapping up tax evaders. 


Here are some key areas to watch: 


e If you entertain business contacts or prospects at parties, be sure to keep a 
copy of the guest list. Only the expenses of entertaining the legitimate business 
guests can be decided. 


e If you bring your wife along to conventions—a growing trend among higher- 
level execs, according to a recent survey—be prepared to break down expenses. 


e@ Close scrutiny will be given to company-owned suites or resorts, automobile 
and ship use for business purposes. Keep records. 
The IRS crackdown was attributed to “widespread abuses of the expense accounts 
as a tax dodge.” Most management men question the extent of the abuses. The 
majority hang the blame on IRS itself. Most common charge: confusion in the 
IRS districts over interpretation of rulings. Others argue that the IRS does not 
understand the problems of commercial business (some suggest that IRS meet with 
management leaders to try and develop a better working relationship). Most basic 
charge: expense account abuses are spurred by the high income-tax rates. 

Many of these ideas are borne out in a new Harvard Business Review survey. 
Here are some other highlights of this check of 2,800 management respondents: 


e@ The most common expense-account philosophy is that the ‘traveling execu- 
tive should live in the “manner to which he is accustomed” at home; that the 
account should not be regarded as supplementary income; that the “open account” 
is an earned privilege of top management. 


e Of the respondents, 73.1% reported that they had taken wives to conven- 
tions or conferences at various times. Reason: a trend toward more social orienta- 
tion of professional activities. Only 17.1% were with companies that would not 
allow part of the wife’s expenses. 


e@ Smaller business generally gives a better expense break to executives, 
specifically in covering business gifts, magazine subscriptions, club fees, private 
automombiles. Larger companies, however, are more permissive. in approving 
convention attendance, resort fees. 


e@ Only 39.3% of companies surveyed set a limit on executive expenses. The 
trend is to leave spending limits to the executive’s “good sense.” Others hesitate 
to set a maximum because it might “become the standard.” 

A report on the survey, by Eward E. Furash, appears in the Harvard Business 
Review for March-April, 1960. Reprints are $1 and can be ordered from the pub- 
lication at Soldiers Field, Boston 63, Mass. 


—NPN— 


Suggested reading: In July’s Management Review, Rawle Deland points out the 
dangers in job-applicant references that are too general, too limited, or even too 
praising . . . How does a politician plan his campaign? How does he guide his 
career through the maze of American party politics? Some of the answers are 
in “Politics, USA” (Doubleday, $4.95). Under the editorship of James Cannon, 
23 professional politicians tell how and why. Good election-year reading . . . If 
you like your whodunits with more than a dash of action, try Ian Fleming’s “For 
Your Eyes Only” (Viking, $3.50). Five short stories relate the adventures of 
steely-eyed British secret agent James Bond. There’s a secret Russian spy-station 
hidden in a rosebush near SHAPE headquarters, a woman who kills her husband 
with a poisonous tropical fish, and, well, you probably get the idea. 
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GET ’EM OUT OF THE CAR FOR A COKE 
nies AND SELL MORE TBA! It’s no secret that Coca-Cola 


is the world’s most popular soft drink. The familiar cooler for Coke is a real 
stopper for thirsty motorists! Out front it pulls them in! = 8 out of 10 cus- 
tomers who stop for a Coke get out of the car and browse. “Get-outs” stay 
longer ... spend twice as much... buy 92% of your high-profit TBA items! 
» And don’t forget the profit you make on Coca-Cola! In unit sales, Coke is 
second only to gasoline! m= Clearly a cooler for Coke makes good profit sense... 
especially when it’s located near your TBA displays. Make sure you 
have one of these profitable . . . and hospitable . . . coolers for 
Coke. For complete information call your local bottler of Coca-Cola. 


COPYRIGHT © 1960, THE COCA-COLA COMPANY, COCA-COLA AND COKE ARE REGISTERED TRADEMARKS: 
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MAKE 
MORE, 


get your Bame 
on fae 


You have four special advantages working for you when you take 
on a Sinclair Oil Heat franchise... 
$ sinclair Heating Oil is one of America’s best-selling heating 
oils. Premium Quality at regular price, it contains an exclusive 
anti-rust ingredient. That means fewer service calls. 
) An unusual sales training program that helps bring you new 
customers. 
Ample storage facilities assure you of quick, dependable 
service, 
Team up with Sinclair Oil Heat for more profits. For details, 
write: Sinclair Refining Company, 600 Fifth Avenue, New York 
20, New York. 
: 
Sinclair 


: Sinclair HEATING OIL eZ 
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Editorial 


How Competitive Is Oil? 





HEN PEOPLE DOUBT that there’s com- 
petition in the oi! business, they’re not 
looking very hard or very far. 

One of the hottest spots in the U.S. today is 
the West Coast, scene of a full-scale struggle for 
market position. This area, always highly com- 
petitive, is witnessing business battles of new 
intensity. The land-rush excitement of the Old 
West is back again (see page 84). 

What’s significant is that the giants are locked 
in grim combat. In the big struggle, a clash 
among the largest three companies bearing the 
name “Standard Oil” may overshadow the con- 
flict among all others, large and small. These 
three are: Standard of California, West Coast 
leader since the beginning of modern oil market- 
ing; Humble Oil & Refining Co., Jersey Standard 
subsidiary; and American Oil Co., new nation- 
wide operating subsidiary of Indiana Standard 
(see page 81). 

Every U.S. region offers comparable examples 
of competition, in just about every phase of oil 
marketing: in the retail service station, for the 
public’s patronage; at the wholesale level, for 
commercial and industrial volume; in the field, 
for jobbers, consignees, and other new accounts; 
in heating oil, for existing and new accounts. 
Even allied elements—oil-marketing equipment 
manufacturers and their distributors—are experi- 
encing unusually brisk competition, always dog- 
eat-dog. 
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The impact of this massive competition is be- 
ing felt all around. Almost every large company 
has undergone some form of reorganization, 
drastic in most cases. Scarcely a marketing de- 
partment is left that looks the same as it did in 
the mid-1950s. Consolidation into a strong, na- 
tional-scope company—Jersey, Socony Mobil, 
Standard of Indiana—is prompted by economic 
compulsion, not by idle whim. Tight efficiency 
is the watchword. 

Behind the consolidations and reorganizations 
is the simple fact—and stark realization—that 
while profits look big, the return on capital in- 
vestment isn’t very good. 

Quite often the oil industry is accused by 
critics, foes, bystanders, and detractors of being 
the apparatus for a grand conspiracy, the result 
of which is the elimination or control of compe- 
tition. If the oil companies were indeed engaged 
in such a conspiracy, it would be a colossal case 
of corporate inefficiency that they couldn’t do 
any better than they’re doing. It is ironical that 
an industry so frequently pilloried for alleged 
monopolistic practices in the marketplace finds 
it virtually impossible to achieve order and sta- 
bility there. 

A conspiracy to lessen marketing competition 
may be a potentiality, but the industry has a long 
way to go before it shows signs of realizing that 
potential. In fact, it seems to be going in the op- 
posite direction. 





~~ TS) Tl hp fs OWS eS 


‘PPRESTONE 





*LIST PRICE: $5°° per gallon 


*Fair Trade Price applicable in all states 
having effective Fair Trade Laws. 
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NEW ECONOMY ANTI-FREEZE and ANTI-RUST 
...@ companion product to “PRESTONE” ANTI-FREEZE 
... the world’s most tested, most trusted anti-freeze! 


From the makers of today’s best- 
selling anti-freeze comes a new 
economy product. Although it sells 
at a premium price, it can mean 
long-run savings for the car owner 
whose cooling system is kept in tip- 
top condition at all times. 

“PRESTONE” Long Life Coolant 
features, in addition to ethylene gly- 
col, long recognized as the most 
effective anti-freeze base, famous 
Magnetic Film, plus a fortified “re- 
serve” rust inhibitor formula. This 
new product is undiluted and can be 
used with any water. It gives supe- 
rior and longer protection to all 
metals including the latest aluminum 
alloys. Tests made in the world’s 
largest cooling system laboratories 
indicate that “PRESTONE” Long 
Life Coolant will protect as long as 
—or longer than—any coolant or fluid 
now on the market or announced 
for sale. 

A Natural for the Service Dealer. 


“PRESTONE” Long Life Coolant is 
designed for cooling systems regu- 
larly inspected and carefully main- 
tained by a qualified dealer. The 
new product carries the famous 
“PRESTONE” guarantee for one full 
winter’s use, but can give extra-long 
protection beyond the guaranteed 
period. However, after the first win- 
ter’s use, the solution should be 
checked periodically for anti-freeze 
and anti-rust protection. 

IMPORTANT: Remember, almost 
all automotive experts, including 
every Detroit car maker and the 
Society of Automotive Engineers, 
recommend a fresh fill every fall, 
and the famous “PRESTONE” guar- 
antee is based on these recommen- 
dations. That means, for the vast 
majority of motorists, “PRESTONE” 
anti-freeze with Magnetic Film con- 
tinues to be the surest way to prevent 
freeze-ups and engine burn-outs due 
to rust. 


“Prestone,” ‘‘Eveready”’ and ‘Union Carbide” are registered trade-marks for products of UNION 
UNION CARBIDE CONSUMER PRODUCTS COMPANY - Division of Union Carbide Corporation » 270 Park Avenue, New York 17,N.Y. [eGtd1: 
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When all Indiana Standard 
marketing subsidiaries are 
merged, the result will be 


AMERICAN OIL CO. 


48-state market 
31,647 employes 
24,891 stations 
34,901 outlets 
4,378 bulk plants 
495 jobbers 

80 terminals 


661,466 b/d volume 
(all products) 


12 refineries 
598,280 b/d refinery runs. 
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Here's what individual companies had... 


Indiana 


Standard 


American 


Oil Co. 


Utah Oil 
Ref. Co. 





15 states 
22,732 
13,000 
15,155 

3,577 
119 

32 
364,467 


6 
384,869 


28 states 
7,975 
11,421 
19,026 
690 

368 

45 
225,799 


5 
184,728 


5 states 
940 
450 
700 
105 

8 
3 








How Indiana Standard Will Go National 


Under the ‘American’ banner, Standard Oil Co. of Indiana is reorganizing 
to cover the country. Here's a full report on Standard’s plan of action 


INDIANA STANDARD is the latest major to 
consolidate its domestic refining and marketing 
subsidiaries into a single nationwide company. It 
follows the route taken recently by Socony Mobil 
and Jersey Standard, although somewhat differently. 
The new setup seems likely to make Indiana Stand- 
ard a more tightly knit, compact organization, with 
a unifying brand to meet competition on a nation- 
wide level. 

Few majors with extensive operations are still 
holdouts to this kind of consolidation: Tidewater 
and Skelly, both controlled by Getty interests, and 
Cities Service, which divides its U.S. marketing 
operations among several companies. It may be 
only a matter of time before they go the same way. 

How Standard Will Be Organized—Standard’s 
reorganization will make the parent Standard Oil 
(Indiana) a holding company exclusively. Its pres- 
ent refining, transportation, and marketing assets 
and those of its wholly owned subsidiaries, Utah Oil 
Refining Co. and American Oil Co., will be com- 
bined into a single comany—American Oil Co. 
Headquarters will be in Chicago. 

The only division of American Oil will be the 
Standard Oil division, which is set up to protect 
the Standard name. It will have eight sales regions 
covering 15 states, the same as now exist under 
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Indiana Standard. Utah Oil Refining Co. will be- 
come the Utah region. With the four present Ameri- 
can Oil regions, this will give the new company a 
total of 13 sales regions; headquarters for each will 
remain at the same locations. 

The plan, subject to Internal Revenue Service 
and stockholder approval, is slated to go into effect 
Jan. 1. A special stockholders’ meeting will be held 
in the fall, probably in September. 

The reorganization does not make American Oil 
a fully integrated company. Operations of affiliated 
companies concerned with crude oil and natural 
gas exploration, production, and purchasing gen- 
erally will not be affected. Foreign refining and 
marketing also remain outside of American Oil’s 
scope. 

Affect on Distributors—How will this change 
affect distribution policy? Apparently it will make 
little difference. 

Traditionally, Indiana Standard has marketed 
mainly through some 3,800 commission agents. 
The company has only 119 jobbers, almost all of 
them on fuel oil. Utah Oil’s situation is much 
the same: 97 agents, eight jobbers. American 
Oil, on the other hand, has been largely jobber- 
minded. This is especially true in the South, where 
about 85% of American Oil products are sold 
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AMERICAN OIL: The New Top Management for Marketing 
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Top executives of new American Oil come from former Standard and Amoco sales staffs. Map shows how territories were 


split up 

Begins on page 81) 

through jobbers. In the East, American Oil has a 
strong jobber organization. 

“Conditions differ throughout the country. 
There’s no more reason to change traditional prac- 
tices now than there was before reorganization was 
planned,” a company spokesman explains. 

Emphasis on American—While the new operat- 
ing company will use brands and trade marks be- 
longing to the Indiana Standard family, growing 
emphasis will be on the name American. 

The company has been quietly buying up the 
American Oil names in its territory. These include 
Great American Oil Co. of Chicago, American Oil 
& Gas Co. of Dallas, and American Oil Co., Bir- 
mingham, Ala. Also, at least four independent 
“American” jobberships in the Midwest have sold 
their names (or options to purchase their names) 
to an “undisclosed purchaser.” They are American 
Refiners Outlet Inc., Chicago; All American Pe- 
troleum, Skokie, Ill.; American Petroleum Co., 
Davenport, lowa; American Bulk Oil Co., Chicago. 

“American Regular” will be the brand name 
for regular-grade gasoline everywhere. Premium- 
grade in the Midwest and West will be sold under 
“American Super Premium.” In the East and South 
(present American Oil territory), “Amoco Prem- 
ium” unleaded, will continue to be used. Unleaded 
premium will not be expanded to other markets. 

There’s speculation that the Amoco trade name 
will eventually be dropped entirely. Its similarity 
to Aramco (Arabian-American Oil Co.) has caused 
some confusion in the past, with American Oil 
receiving letters from partisan groups during Arab- 
Israeli crises. 


“American Heater Oil” and “American Furnace 


Oil” brand names will be used companywide. 

The ““Standard Oil” name, which Indiana Stand- 
ard has exclusive right to use in 15 Midwest states, 
will be retained through a Standard Oil division of 
American Oil Co. Station signs will still read 
“Standard,” but “American” will be on the pumps. 
It hasn’t been decided whether the Amoco name 
will continue to be carried on signs in the East. 

Still to be determined is the use of the torch 
and oval emblem now displayed at Indiana Standard 
and Utah Oil stations, and at American Oil stations 
in the South. American Oil stations in the East use 
the oval only. Now appearing in Standard Oil 
territory is a redesigned sign with a slimmer, 
more modern torch; this could be scheduled for 
nationwide display. 

Rights to the crown symbols now used in Stand- 





How Standard Acquired American 


American Oil’s link with Indiana Standard came 
about indirectly. In 1923 American signed a supply 
contract with Pan American Petroleum & Transport 
whereby Pan American agreed to supply American its 
product requirements for 10 years at a favorable price 
in return for 50% ownership of American Oil. Two 
years later Indiana Standard bought a majority interest 
in Pan American. When the 10-year contract period 
came to a close, American Oil became a wholly owned 
marketing subsidiary of Pan American Petroleum & 
Transport. 

In 1954 Indiana Standard and Pan American Petro- 
leum & Transport merged. This made American Oil a 
wholly owned subsidiary of Indiana, and the Pan 
American parent company was dissolved. Its operating 
subsidiaries became part of Indiana Standard’s family. 

Consolidation in 1956 of nine wholly owned sub- 
sidiaries into four companies brought Pan-Am Southern 
Corp. into American Oil. 
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Majewski Sells—What Now? 


BARNEY MAJEWSKI, whose 
Great American Oil Co. was 
bought in the Indiana Standard 
reorganization, will remain in 
independent marketing. He will 
continue as president, general 
manager, and director of Signal 
Perfect Fuels Inc., a subsidiary 
of Signal Oil & Gas, Los An- 
geles. Signal Perfect markets in 
the Dakotas, Minnesota, and 
Montana, and probably will ex- 
pand into Wisconsin. 

Majewski owns an interest in 
Signal Perfect Fuels. The com- 
pany’s volume is about 75-mil- 
lion gal. annually, much of it 
LP-gas. 

A lot of Majewski’s 50 years 
in the oil business has been in 
retailing, but he says he’s going 
to stay out now. “It’s too hectic 
because there’s so much price 
strife,” says Majewski. “Build- 
ing a retail organization is hard. 
Life is easier in wholesaling.” 











ard Oil pump = globes will be retained, but the 
globes are handmade and expensive. Chances are 
they'll be left off when new stations are built. 

Colors haven’t been decided upon either. But 
with the stress being put on the American name, 
many think the red, white, and blue of Indiana 
Standard, Utah Oil, and American Oil in the South 
is a natural. However, a strong recommendation 
is said to have been made to drop the blue line 
painted across the bottom of Standard stations. 

The plan is to make all new stations “uniformly 
recognizable” throughout the country. Details of 
the design, however, haven’t been worked out, and 
this may take several months. 

D’Arcy Advertising Co. Inc., will be the national 
product and service advertising agency for Ameri- 
can Oil. D’Arcy has handled Indiana Standard’s 
product advertising since 1954. For the balance 
of 1960, American’s product advertising will re- 
main with Joseph Katz Co., New York. 

Space Shifts—Most of the space to be made 
available in American Oil’s New York City building 
by the shift in headquarters to Chicago will be 
taken over by affiliated companies. Pan American 
International and Amoco Trading have had offices 
in other buildings. Amoco Chemicals will remain 
in the Amoco building, as will American Oil’s 
marine department. 

Where the American Oil staff moving to Chicago 
will find office space has some people wondering. 
Indiana Standard’s building is pretty well filled. 
Amoco Chemicals is slated to move to the Pru- 
dential building in the fall, but this is expected to 
free less than two floors of the 19-story building. 

(A full listing of personnel changes involved 
in the reorganization appears on page 181) 
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Gulf Gets Wilshire 


And jumps ahead in the race 
for Far West representation 


GULF OIL added Nevada and California to its 
market territory—now 40 states—and about 250- 
million gal. of gasoline sales a year when it bought 
Wilshire Oil Co. of California, a prime West Coast 
private-brand refiner-marketer (600 outlets). 

In extending its operations to the Pacific Ocean 
(see next page), Gulf grabbed a bigger share of 
the market than Humble Oil did in May when it 
bought the 11-station chain of private-brander 
Major Gas of Los Angeles. 

Through Wilshire, Gulf will have about 3.9% 
of the California gasoline market. That 3.9% 
should amount to about 225-million gal. of gaso- 
line this year. In Arizona, Gulf can add Wilshire’s 
3.1% of the market (about 16-million gal.) to the 
4% of the market Gulf already has in that state. 
Wilshire’s 1.3% share of the Nevada market will 
mean about 1-million gal. this year. 

In Wilshire’s 33,000-b/d refinery in Norwalk, 
Calif., Gulf has a handy place to process its small 
production from the Four Corners field. Getting 
crude to the Norwalk refinery should be easy. Gulf 
has a 20% interest in the Four Corners Line 
(70,000-b/d capacity) that extends westward to 
the Los Angeles refinery area. 

With the Wilshire purchase, Gulf now has in- 
vestments in two West Coast oil operations. In 
1956 Gulf bought $120-million of Union Oil’s 
convertible debentures, with an option to convert 
them into 2.4-million shares of Union common 
stock by April 1, 1971. This would cost $70-$80 
per share, depending on time of conversion, plus 
$48-$72-million, also depending on date of con- 
version. As long as Union’s common stock is de- 
pressed, it’s unlikely that Gulf will exercise its 
option. Like other oil stocks, Union’s are down, 
quoted at $42 a share late last month. 

What changes Gulf plans to make at Wilshire in 
brand names, station colors and signs, refinery 
operations, and other things aren’t known yet. “We 
plan to make a thorough survey of what we have 
before doing anything,” says a Gulf official. 

But the Gulf influence is already being felt. E. G. 
Coopman, Wilshire president, has been succeeded 
by R. D. McGranahan, Gulf’s vice president of 
transportation. It was Coopman, a former Union 
Oil man, who had built Wilshire up in a rough, 
tough market. His was the second of two complete 
management changes Wilshire has lived through in 
the past 10 years. Coopman’s immediate predeces- 
sors had begun the work of de-emphasizing produc- 
tion by selling Wilshire’s oil wells. 
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West Coast: The Rush Is On! 


In the spirit of the Old West, oil marketers are stampeding to the 


richest gasoline market in the U.S. today. Here’s what's going on 


A COMPETITIVE FRENZY has seized the five- 
state Far West market. For the oil industry, 
the land-rush aura of the Old West is back again. 

Gulf Oil has entered California overnight. Other 
large companies are maneuvering to invade the 
West Coast. Long-time resident companies are try- 
ing to improve, or retain, their positions. Marketers 
are wondering what will happen next, who else 
will hang out a brand name, how the newcomers 
will market, and what the outcome will be. 

As a result of this frenetic activity, the five- 
state area has become the boomingest oil market 
in the U.S., the scene of new changes almost daily. 


‘Gas’ Rush: Majors in the Making 

For years the West Coast has been accustomed 
to seven major oil companies. Now three more 
are in the making, and at least two others are on 
the horizon. So there could be a dozen or more 
before things settle down. 

The seven majors have roughly 80% of the 
gasoline market, nonmajors (both independent re- 
finers and private-brand marketers) the other 20%. 
The market position of the seven majors for the 
first six months of 1960 is: 

Position Company Share of total 
California Standard 21.2% 
Shell 11.7% 
Richfield 9.8% 
Union 9.7% 
Mobil 9.4% 
Texaco 8.8% 

7 Tidewater * 7.4% 
* Tidewater’s total doesn’t include volume of Seaside Oil, 
subsidiary. 

Three other companies are major factors al- 
ready, and it’s just a matter of time and semantics 
before they're officially classified as major oil mar- 
keters, giving the West Coast 10 instead of seven. 
They are Gulf-owned Wilshire, Humble Oil and 
Refining, and Signal Oil & Gas Co. 

e@ Gulf slipped into California by acquiring 
Wilshire Oil Co., through the acquisition of Pontiac 
Western, holding company for all Wilshire stock. 
The transaction places Gulf solidly with 600 re- 
tail outlets in the three Western states of Arizona, 
California, and Nevada, and a 33,000-b/d refinery 
at Norwalk (in the Los Angeles Basin). Approxi- 
mately 540 outlets are service stations, of which 
about 165 have been direct operations. 

What Gulf will do is purely conjecture at this 
point. A well-informed marketing official predicts 


By FRANK BREESE 
NPN Editor 
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that Gulf will convert 150 choice Wilshire sites 
into Gulf brand stations and continue the other 
Wilshire stations as they are for the time being. 

e@ A few weeks before the Gulf-Wilshire deal 
was announced, Humble advanced into southern 
California by purchasing 11 K & S private-brand 
(“Major”) multiple-pump stations in Los Angeles 
Basin. At the same time, Humble bought 12 other 
stations in Arizona and four in Nevada. 

On June 10 Humble brought out its new brand 
name “Enco” in the Pacific Northwest. The name 
is being tested in the coastal zone of Washington 
and Oregon at about 160 stations of the Carter di- 
vision of Humble Oil & Refining Co. (NPN—July 
p119). 

Humble’s advance men have been everywhere. 
You hear that they seem to have looked at every 
possible property in the five Western states, Alaska, 
and Hawaii. You hear they paid $7,700 to have 
Time Oil’s properties appraised. You hear they 
have option to buy Powerine Oil. You hear they 
are dickering with Blakely in Arizona. You hear 
the Humble-Time Oil deal is on, you hear it’s off. 

Humble’s biggest advance has been in the Pacific 
Northwest, through the Carter division. Competi- 
tors observe that Humble-Carter picked some poor 
sites and has quite a few vacant stations. Neverthe- 
less, Humble-Carter has gained impressive rep- 
resentation with 195 stations in Washington and 
77 in Oregon. Moreover, it has been getting an 
increasingly bigger share of the gasoline volume. 
In Oregon its share was only 1% in 1959, but it’s 
now running 2.32%. In Washington its share has 
risen from 2.81% last year to 3.42%. 

Observers compare Humble-Carter’s position 
with that of Texaco when Texaco entered the West 
Coast market about 30 years ago. They comment, 
however, that Humble seems to be moving faster 
than Texaco did during the same period. 

e@ Signal Oil & Gas, with about 1,000 outlets 
in its five-state complex—through Hancock, Bank- 
line, Century, Regal, and Western Hyway—has a 
simply stated objective: It must dispose of 55,000 
b/d of crude production. 

With five different brands involved, there’s no 
unifying element, apart from common ownership. 
So Signal Oil & Gas doesn’t present itself in the 
marketplace as one big company. 

Neither Signal nor its competitors consider it as 
a major marketer yet. Its stations post prices on the 
private-brand structure, usually maintaining a 2¢ 
differential under the majors. 

That’s Not All—Another expected arrival on 
the West Coast is American Petrofina, fast-moving 





This cluster of spacious stations off a main highway at 
Roseburg, Ore., reflects the West’s competitive frenzy 


e frat 


(Begins on page 84) 

newcomer who has strung out a chain of 1,250 
stations in 13 states from the Southwest to the 
upper Midwest in less than four years (NPN— 
March ’58, p100). 

The entry of large-chain private-branders is not 
out of the question. Hudson Oil of Kansas City 
established California outlets in the 1950s. 

Harry Webb, skid-tank entrepreneur of Dallas, 
was reported interested in southern California for 
a while, but nothing has happened yet. 

Simple Arithmetic—Of the top 25 U.S. com- 
panies in gross sales, 15 have some sort of rep- 
resentation on the West Coast, or seem to be 
moving that way. Besides the original seven majors, 
there are Gulf, Humble, and Signal. That makes 
10. Continental and Indiana Standard, on the door- 
step looking in, make 12. 

With its 12% holdings in Union Oil, Phillips has 
a vested interest in the West Coast: 13. (There 
has been considerable speculation about the pos- 
sibility of a merger between the two. The principals 
have stated this will not affect Union’s present 
management or policy. What could happen is that 
Phillips, as a big shareholder, would occupy a posi- 
tion similar to that of Cities Service and Sinclair 
as large shareholders of Richfield of California. 
They are represented on the board, but Richfield 
maintains separate identification.) 

Cities Service with 31% and Sinclair with 
30.2% stock interest in Richfield are indirectly 
involved: 15. 

Skelly, in a way, makes 16 because it’s con- 
trolled by J. Paul Getty, the man who controls 
Tidewater. It’s a matter of time before they’re 
merged, giving them more national breadth. 


How Big Are the Stakes? 


The five-state area represents a lush gasoline 
market of nearly 9-billion gal. a year (1959 tax- 
able gasoline gallonage totalled 8,394,177,000 in 
Arizona, California, Nevada, Oregon, and Wash- 
ington). 

That volume represents a 63% increase in the 
past 10 years (taxable gasoline gallonage for 1948 
totalled 5,150,466,000 in those five states). 

The largest gasoline market in the world is 
greater Los Angeles with a population of 6-million 
people and 3-million motor vehicles. 

California’s population, now about 15.5-million, 


Douglas, big California chain with some new multipump 
Stations, is being sought by Conoco, Indiana Standard 


has grown 47% since the 1950 census. The other 
Far West states have also shown amazing in- 
creases: Arizona 71%, Nevada 76%, Oregon 
16%, and Washington 19%. 

The three Pacific Coast states will likely increase 
their share of total U.S. vehicle miles from 12.8% 
to 16.5% from 1956 to 1976. New-car sales in 
1960’s first quarter were up 6% in the West and 
accounted for 14.1% of the U.S. total. The U.S. 
Bureau of Public Roads says highway travel in 
those three states will rise from 77-billion miles 
in 1956 to 198-billion in 1976. 


What Properties Are Available 

Anyone going into the West Coast market has 
the traditional two routes: acquisition of existing 
properties or establishment of new. There are 
several independent refiners and many private- 
branders who offer interesting possibilities. 

Some independent refiners have already been 
acquired. Hancock, formerly the largest of the in- 
dependents and often termed the “eighth major,” 
was bought by Signal Oil & Gas, which is vigor- 
ously building a formidable marketing operation. 


How the Majors Share 
the West Coast Market 


(California, Oregon, Washington, Nevada, Arizona) 


"Includes subsidiary 
Seaside Oil, 1.2% 


Based on | ,848-million 
toxable gol. of 
gasoline, first 

three months 


of 1960 


STANDARD 
21.2% 


OTHER MARKETERS 
20.3% 





TIDEWATER* 
” RICHFIELD 


TEXACO 9.8% 
8.8% 
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Private-branders, like Herb Richards’ Coast Oil, 
Jose, Calif., are aggressive. Coast serves 33 outlets 


San 


Signal also acquired Bankline, Century, Western 
Hyway, and Regal Petroleum, giving it additional 
refining capacity and distribution. 

Golden Eagle Refining Co., with a 9,000-b/d 
refinery, was taken over recently by Ultramar, a 
British-based company. This has raised much 
speculation about Ultramar’s intentions, but no im- 
mediate changes appeared in the marketing setup. 

Douglas Oil Co. of California is enticing to 
prospective newcomers because it has production, 
three refineries with 21,500-b/d capacity (9,500- 
b/d in Bakersfield, 8,000 b/d in Paramount [Los 
Angeles], and 4,000 b/d in Santa Maria, and 210 
retail outlets. Through its holdings in San Jacinto 
Petroleum Corp., which has a large interest in 
Douglas, Continental Oil seemed to have the edge. 
Douglas reportedly rejected a Continental offer in 


spring; and later Indiana Standard was dickering 


with Douglas, according to Los Angeles reports. 
That would put the Amoco flag on the West Coast 
for the first time. 

Powerine Oil Co., Santa Fe Springs (Los An- 
geles), owned by Harry Rothschild, stands out as 
a prize catch. It has a 14,000-b/d refinery, one of 
the first to make 100-plus-octane gasoline, and a 
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Some majors offer private brands through jobbers. Rich- 
field’s Rocket brand is handled by Tower Oil, Portland 
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string of private-brand stations, estimated at 
around 50. In recent months, Rothschild has ac- 
quired units from other private-branders and has 
spruced them up. 

Newhall Refining Co., with a 2,700-b/d plant 
in southern California, was added to the holdings 
of Edwin Pauley, prominent independent producer. 
Pauley is said to be preparing a marketing debut. 

Fletcher Oil Co., with a 10,000-b/d plant shut 
down in Wilmington (Los Angeles Basin), used to 
be quite a force among Western independents, but 
its position is not so strong now. 

Macmillan Petroleum Corp., has a 9,000-b/d 
plant in Long Beach (Los Angeles Basin) and a 
4,500-b/d refinery in Arkansas. But in southern 
California it has not done much in gasoline retail- 
ing, concentrating, instead, on heavier cuts and 
motor oils. 

Mohawk Petroleum Corp., with about 250 re- 
tail outlets and a 9,000-b/d refinery in Bakersfield, 
is often mentioned in merger and purchase con- 
versations. Mohawk also has two smaller refineries 

a 5,352-b/d plant at Sunland and a 1,300-b/d 
one at Palomar. 


Caminol Co., Hanford, Calif., comes up occa- 



































How Nonmagjors Share 
the California Market 


Based on 272,550,000 taxable gal. of gasoline 


first three months of 1960 


*Includes Hancock, Bankline Norwalk Western 
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Tidewater, with 8% of market, wants to hit 10%. This 
100,000-gal./month unit in Daly City, Calif., will help 


(Begins on page 84) 
sionally in speculation. It has a 7,500-b/d refinery 
and supplies approximately 200 retail outlets. 

Socal Oil & Refining Co., with a 3,500-b/d 
refinery at Huntington Beach (Los Angeles Basin), 
has only 16 branded retail outlets, but it has been 
a factor among the independents for years. 

Outside California there’s only one independent 
refinery on the U.S. Pacific Coast, the U.S. Oil & 
Refining Co., with an 8,000-b/d plant at Tacoma, 
Wash. But this is considered one of the juiciest 
possibilities of all because it’s a subsidiary of Time 
Oil Co., which has a string of about 1,100 retail 
outlets and a chain of valuable coastal terminals. 

Price has kept Time and Humble apart, but 
Humble has had a keen interest in the properties. 
So prospects for a deal are considered alive unless 
someone else buys Time Oil or the Justice Dept. 
says no. 

Sunland Refining Corp. has a 5,352-b/d plant 
in Bakersfield, in the interior of California. It ac- 
counts for more than 35-million taxable gal. of 
gasoline a year. 


Private-Brander, Anyone 


Besides the independent refiners, there are many 
private-brand marketers whose properties might 
attract newcomers. They are especially strong in 
southern California, have a significant share of the 
market in central and northern California, and are 
active in the Pacific Northwest, though less of a 
factor. 

Among the leading private-branders in southern 
California are: Pathfinder Petroleum Co. (Bert 
Devere, president) with 65 branded stations; Har- 
bor Refining Co. (Richard K. Jamison, general 
manager) with 45 branded outlets, and Urich Oil 
Co. (George R. Urich, president) with 25 stations. 
Urich has moved into central and northern Cali- 
fornia. 

Urich, who started the self-service stations in 
1947, probably occupies a stronger position than 
ever. Through Reid Oil, he has half interest in two 
terminals, one in Los Angeles and the other in San 
Francisco Bay. These enable him to receive prod- 
uct from the Gulf Coast and elsewhere. Terminals 
are hard to get on those waterfronts these days. 

One of the most aggressive private-branders is 
Armour Oil Co. of San Diego (O. B. Armour, 
president) which recently moved into Hawaii, the 
first private-brander in the islands. 

Fed-Mart, which started in San Diego as a dis- 
count house for government employes, has become 
a big gasoline factor. The San Diego unit pumps 


an estimated 350,000 gal. a month, and Fed-Mart 
is building a chain of discount outlets between 
California and Texas. It shares ownership in Reid 
Oil with Urich, assuring it a source of supply. 

Fed-Mart has not been mentioned in any merger 
or purchase talks. But this type of operation is 
worth noting as a retail factor because there are 
several along the coast. They are set up on a mem- 
bership basis, but memberships are usually easy to 
obtain. 

Julius Nasch, who emigrated from Hungary to 
the U.S. in 1948, began marketing in southern Cali- 
fornia about five years ago and has a handful of 
multipump stations. 

In Arizona, Blakely Oil Co. (A. Monroe Blake- 
ly, president), with 70 stations, is the biggest pri- 
vate-brander. 

In the San Francisco Bay area, the three chief 
private-branders are Coast Oil (Herbert F. 
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Humble’s ‘Enco’ brand, being tested in the Pacific North- 
west, is featured at Humble-Carter station in Portland 


Richards, president), with 33 stations; Coldiron & 
Peeples (William Coldiron, president) with 22 out- 
lets, extending into Nevada, and Walter Simas, 
with a handful of high-volume stations in the East 
Bay sector. 

Going north, the private-brand ranks thin out 
fast. In Oregon there are: Champion (Jerry Harris 
and Lee Powell), Morrison Oil Co. (Jack Morrison 
Jr.), Pride of Oregon (Jess and Merritt Truax), and 
Stambaugh Oil Co. (Jack Stambaugh). 

In Washington, prominent among private-bran- 
ders are: Clipper Oil (George Henrye), Gull Oil 
(Cecil True Jr.) and Super-Save Stations, Inc. 
(Frank Barksdale). 

Several private-brand names and operations are 
owned by majors and run as departments or sub- 
sidiaries. Richfield has two: Rie Grande and 
Rocket. Both brands are handled through distri- 
butors. 

Seaside Oil, a Tidewater subsidiary which con- 
centrated in southern California, is now pushing 
into Oregon and Washington—in Portland, through 
Louis Moran; in Washington, through Harris 
Petroleum. Seaside serves about 500 outlets. 

Signal Oil Co., not to be confused with Signal 
Oil & Gas. Co., is a department of Standard of 
California. Its own brand is displayed at about 
1,500 outlets. 

Westway Petroleum, marketing in Oregon and 
Washington, is owned by Union Oil. 
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How the Market's Jumping 

The Pacific Coast market is distinctive—and it’s 
jumping. Traditional practices are giving way to 
innovations. 

Premiums and giveaways were never much of a 
necessity, but now long-time marketers feel that 
premiums are on the way in; and they think the 
newcomers will use them to attract business. 

Trading stamps seem to have reached a summit 
and may be due for some decline. California and 
Oregon are saturated with them. In Washington, 
a state law imposing a high fee has discouraged 
their use. California’s new ruling (NPN—July p24), 
requiring trading-stamp cash redemption value to 
be deducted from posted gasoline prices, will tend 
to curtail stamp usage. 

If West Coast stations have any trademark, it’s 
the canopy. Almost all new stations have canopies, 
and on many private-brand outlets they’re spec- 
tacular. 

The price spread on the West Coast is distinc- 
tive, in a way. Most majors maintain a differential 
of 4¢ between regular- and premium-grade. In some 
areas, though, California Standard outlets show a 
0-5-8 or 0-5-9 spread (5¢ between regular and 
premium and 3¢ or 4¢ between premium and su- 
perpremium). 

Union Oil has a 92-octane regular-grade, the 
highest on the coast. Mobil moved up to 92 for a 
while, raised its price 0.5¢, then returned to the 
former price and octane rating. 

Private-branders generally undersell majors 2¢ 
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George R. (Frank) Urich’s strong California private-brand 
chain, Ben-Hur, is expanding. It has about 25 units now 


gal., but this varies. Most sell three grades of 
gasoline: regular, middle-premium, and premium. 
Majors have found the middle-premium highly com- 
petitive. Recently Signal Oil brought out a middle- 
premium, described as “midoctane Ethyl.” 

Looking for merchandising impact, Signal Oil & 
Gas has gone for blending pumps. 

To preserve its dominant position, Standard of 
California has a fast-paced merchandising program 
featuring heavy promotion of its new Methyl gaso- 
line (NPN—June p14). In the Pacific Northwest, 
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Outsize canopies are a must for private-branders in Los 
Angeles Basin. Canopies are popular in other areas too 


the company-operated stations are testing a give- 
away, a Japanese candle lantern, for the first time. 
About 100 stations are being tested for consumer 
reaction to painting lessee stations the same red- 
white-and-blue color combination of company- 
operated units. 


The Big Picture: Consolidation 

Besides the lure of fabulous gasoline markets, 
three other factors are propelling companies to the 
West Coast: oversupply, the inexorable trend to 
market expansion, and consolidation. The last is 
perhaps the biggest force of all, giving national 
scope to companies that have marketed historically 
as regional organizations. 

Standard of Indiana is the latest to consolidate. 
Indiana Standard, American Oil (Amoco), Utah 
Oil Refining (Utoco) have been brought together 
into a single operating company, American Oil Co. 
(see page 81). This move, in the spirit of the con- 
solidation of Jersey Standard and Socony Mobil, 
gives the appearance of greater national scope. 

Because consolidation will take some time to 
carry out, this may slow down the company’s pene- 
tration into new areas. But industry conjecture is 
that American Oil hopes to fly the American flag 
in the 50 states of the U.S.A. The West Coast 
would be a prime target. 

Jersey Standard and Mobil have unified their 
domestic operating companies by pulling them to- 
gether into cohesive organizations. They have en- 
countered many difficulties, but the pattern has 
been set. 

Shell did extensive overhauling in 1949. Al- 
most every other company has undergone some 
form of reorganization recently, or is going through 
it now. 

Standard of California, dominant in the Far 
West, has had marketing subsidiaries in the Rockies, 
the East Coast, and the Southwest for some time. 
Recently, though, the company began a unification 
program through adoption of a common brand 
name and trade mark—the red-white-and-blue 
chevron. 

The marketing forces are so dynamic, it’s freely 
predicted that the five-state market will be in a 
state of flux throughout the 1960s. In that time, big 
changes will be wrought—changes that will alter 
the over-all situation, introduce new conditions, and 
affect everyone who lives by gasoline andoils. & 





What's Wrong with Oil Marketing? 


Almost everything, says the author. Too many marketers are coddling 


the motorist in the station when they should be rushing him out 


By THEODORE LEVITT 


I HAVE MADE, supervised, and carefully examined 
many studies of gasoline customers—psycho- 
logical studies, patronage pattern studies, opera- 
tions-research studies on traffic, on traffic-customer 
relations, on station design, layout, and location 
(the works)—and I have become convinced that 
the way the major petroleum marketers now op- 
erate is full of suicidal compulsions. 


Their problem is not oversupply. It is under- 
emphasis of the right things. Oversupply is an in- 
dustry problem which no single firm can solve. 


The way majors operate is full of suicidal compulsions. 


For any one firm its problem is not the product 
but the customer. To talk constantly about the 
ravages of oversupply is to blame your troubles on 
some uncontrollable source and to ignore your 
controllable opportunities. 


You do not sell gasoline. You provide a cluster 
of value satisfactions which the customer wants 
and likes. You buy customers by providing what- 
even cluster of satisfactions is necessary in order 


THEODORE LEVITT 


The author of this article, 
a marketing specialist, is 
a frequent contributor to 
business and other pub- 
lications. Three of his 
studies on retail oil pric- 
ing were reported in 
NPN (April p157). Levitt 
is lecturer on business 
administration at Harvard 
Business School. Before 
that he was a manage- 
ment and marketing con- 
sultant. He holds a Ph.D. 
in economics, Ohio State. 


to make people want to deal with you. 

The customer is key. Not crude production, 
not refining, not pipelines, not the stations, not 
what goes into the tank; not even the fact that 
you have a huge investment in reserves, in refiner- 
ies, in stations, or in a particular technical com- 
petence. The customer doesn’t care a hang about 
any of these. He wants to keep going and doesn’t 
care whether you put gasoline or Pepsi-Cola in 
his tank, as long as it works. He doesn’t care, 
really, because he’s not buying gasoline. He can’t 
see it, taste it, feel it, admire it, or really test it. 
It’s a phantom product. He buys the right to be 
on his way. 

Where does the ‘gas’ station fit in? It doesn’t. 
It intrudes. It is a stern tax collector to whom the 
motorist must pay toll in order to get where he’s 
going and feel free and powerful at the wheel. 

He hates the gas station. That’s why waiting 
30 seconds for the attendant to show up after 
pulling up to the pump seems like 30 minutes; 
that’s why when he looks down at the ‘gas’ gauge 
while driving and sees it nearly empty, deep down 
in the psychological recesses of his mind he curses 
the oil company. 

The service station is an inherently unpopular 
institution. It can never be made popular. Only 
less unpopular. 

Most efforts to make it popular or likable by 
such means as giving more service, offering more 





He doesn’t care what he gets, as long as it works. 


products, more vending machines—none of these 
will improve the situation. They will worsen it. 
No matter how comforting it is for the industry 
to think so, the ‘gas’ station is not a friendly oasis. 
It is a hostile fort. Not even on a turnpike is it a 
really welcome watering place. After five hours of 
ceaseless driving you’re supposed to welcome a 
rest. But what happens? You unload your family 
while you line up for ‘gas’. The idea is to save time 
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The ‘gas’ station intrudes, It’s a stern tax collector. 


while you're ‘gassing’ up. Finally you park the 
car and dash into the building. You take care of 
your personal business, and move quickly over 
to get a bite to eat. For some reason service at 
turnpike restaurants and short-order counters is 
the world’s slowest. 

But the fact is that the service is not slow. It’s 
just that you’re impatient. You're in a big hurry. 
You don’t really want to relax at the oasis. You 
want to go, go, go—off to Aunt Minnie’s or Yel- 
lowstone. 

The way to make the ‘gas’ station popular is to 
eliminate it. That is the ultimate logic of its func- 
tion. And this logic is one reason why the present 
oversupply situation is a symptom of greater 
troubles ahead. It is the reason why I firmly believe 
that oil has not simply ceased to be a growth in- 
dustry, but why it is a declining industry. In 25 
years I think it will be in the same ravished posi- 
tion of retrospective glory railroads are now in. 

Oil will suffer as they and other dead and dying 
growth industries have—that is, it will suffer if it 
does not change itself rather drastically. 

Selling is not where its salvation lies. The em- 
phasis should be on marketing, not selling. Selling 








It’s not a friendly oasis, but a hostile fort. 


is essentially self-centered. It views all: problems 
from the seller’s angle, not the customer’s needs. 

Marketing, on the other hand, is outwardly 
oriented. It constantly looks at the customer. It 
tries to take care of the customer’s needs in such 
a way as will make him want to do business with 
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General 


There are few possessions about which people 
have more anxieties than when their cars need 
repair or service. Nobody seems to trust the me- 
chanic. Even a simple thing like a lube job creates 
anxieties. Will they do a decent job? Will they 
hit all the grease fittings? Will they really check 
the transmission What if they miss? 

The customer buys ‘gas’ at the same station not 
because it is more convenient or because he likes the 


The way to make the station popular is to eliminate it. 


operator, but because he distrusts him. He uses 
regular gasoline patronage as a form of payola to 
get the kind of service work he has a right to ex- 
pect as a matter of course but which he feels he 
gets only irregularly and not without special effort. 

The oil companies will have to find out what 
the customer really values. I believe it requires a 


Nobody seems to trust the service-station mechanic. 


revolution in the oil industry. I believe a revolution 
is as inescapable here as it was when supermarkets 
replaced corner grocery stores; as when drive-in 
restaurants began pushing the diners; as when 
motels beat out hotels; as when shopping centers 
emerged against downtowns. 8 





Many oil marketers are talking about Dr. Levitt's 
provocative article in the current (July-Aug.) Harvard 
Business Review. Entitled “Marketing Myopia,” the 
article contends that “the oil industry is asking for 
trouble from outsiders.” Says Dr. Levitt, “If manage- 
ment lets itself drift, it invariably drifts in the direc- 
tion of thinking of itself as producing goods and 
services, not customer satisfactions.” He calls for 
executive creativity—“to feel the surging impulse of 
commercial mastery.” 



























































““CHECK THE BATTERIES, PLEASE... AND WATER THE FLOWERS” 


THE BRIGHTER SIDE... 


When your customers ask for special service, you do : ASHLAND OIL & 
your best to give satisfaction. And satisfaction is what - 
you get when you are supplied by Ashland Oil & Refining REFINING COMPANY 
Company. As the nation’s largest independent supplier - 
of petroleum products, Ashland Oil understands and - 
respects your independence. Here are just a few of the : Re ee ne ee ere 
benefits you get from a working agreement with us: < Ellicott Square—CHICAGO, ILL., 6 N. Michigan Avenue 
—CINCINNATI, 0., 1402 Federal Reserve Bank Bidg.— 


Home Office: Ashland, Kentucky 


eeeeeceeeeeeeee® 


© You get to do your job without interference. CLARKSVILLE, IND., 214 Center Street-—CLEVELAND, 0., 


@ You geteffective merchandising plans and sellingtools.  - Standard Bidg.—DETROIT, MICH., Dearborn P. 0. Box 
* 6025—EVANSVILLE, IND., 2500 Broadway—FINDLAY, 


@ You get products of the highest quality .. . developed 
and test-proved by Ashland’s outstanding technical 
and engineering staff. 


0., P. 0. Box 210—FREEDOM, PA.—LOUISVILLE, KY., 
1202S. Third Street-—NASHVILLE, TENN.,5 MainStreet 
—PADUCAH, KY.—PITTSBURGH, PA., 711 Shields Bldg. 
For complete information on how Ashland’s sales pro- 
gram for independent marketers can benefit you...write, 
wire or phone us today! 





Yhe independent Supplier Gor Independents 
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Can Majors Cut 2¢ Private-Brand Spread? 


That's a question that hangs on 


the outcome of two FTC cases 


FEDERAL TRADE COMMISSION lawyers are 
still fighting for rulings that would clamp restric- 
tions on gasoline pricing. 

If federal lawyers win two cases now before 
the FTC, major-brand companies would find it 
difficult to make price cuts in limited market 
areas. This would have the effect of fixing a mini- 
mum 2¢ differential for many private-branders. 


Pure Oil Co. and Sun Oil Co., charged with 
unfair price cutting, have fought the contentions of 
government lawyers in recent FTC hearings be- 
fore examiner Robert L. Piper. 

With more hearings and rulings to come, FTC 
decisions are still a year or two in the future. 
Court battles are likely after that. 


But the issues are clear, and the Government’s 
position was bolstered early this summer by a 
U.S. Supreme Court decision involving a beer 
company, Anheuser-Busch. 


The court said Anheuser’s price cut to all its 
dealers in a single market area was clearly dis- 
criminatory against other marketers in the area. 


It’s up to a lower court to decide whether the 
company’s cuts were made to meet competition. 

Both Pure Oil and Sun Oil are charged with 
sponsoring allegedly illegal plans in 1955 and 
1956 to permit their dealers to price gasoline 
within 1¢ of private branders. Pure Oil’s alleged 
violations were in the Birmingham, Ala., area; 
Sun Oil’s in the Norfolk, Va., area. 

In their counterattacks, Pure and Sun attempted 
to prove that the price cuts were defensive, made 
to protect declining market positions rather 
than to increase market shares. 

They also attacked the idea that private-branders 
need a fixed 2¢ differential to compete with the 
majors. 

The Supreme Court’s beer-case decision de- 
molished a lower-court decision that price cuts in 
single market areas can’t be illegal if all competing 
dealers in the area get the same price. The po- 
tential injury, the Supreme Court said, is to other 
marketers, and it is this competition between sup- 
pliers that the lower court must examine. 

In the oil cases, much now hinges on whether 
the companies have proved that their cuts were 
made to meet competition and weren’t subsidized 
by out-of-line prices elsewhere. 

Pure Oil reported its tank-wagon prices in 21 
states on the day its “1¢ plan” started in Birming- 
ham to show that prices in other areas were equal 
or lower than Birmingham prices. 

A Pure Oil official testified that if defensive 
price cuts weren’t allowed, its dealers would go 
out of business. 
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Sun Oil’s evidence contended that Norfolk was 
one of many “depressed areas” where the company 
had to make price cuts. 

Piper, who ruled against Pure Oil but was told 
by the FTC to take more evidence, said the need 
for a 2¢ price differential depends on consumer 
acceptance of private vs. major brands. 

Both companies met this with evidence that the 
2¢ figure isn’t hard and fast, and that even when 
it prevails, it is blurred by such factors as trading 
stamps, “weekend specials” by private-brand deal- 
ers, and discounts to favored customers by major- 
brand dealers. 

An independent marketing expert testifying for 
Sun Oil, John J. Corson, partner in the manage- 
ment-consultant firm of McKinsey & Co., said 
private brands flourish in the Norfolk area with- 
out a 2¢ differential. 

Calvin Hougland, president and owner of 
Direct Oil Co. with 108 private-brand stations in 
nine states, appearing for Pure Oil, said a fixed 2¢ 
differential for him would be “a license to steal.” 


Castro's Oil Grab 


Refineries got the publicity, 


but marketing is affected too 


CUBA SEIZED more than the refineries of Texaco, 
Esso S. A., and Shell last month. Transportation, 
storage, and marketing facilities were included in 
premier Castro’s economic power play. 

Whose loss is the greatest is hard to judge. It’s 
impossible at this time, too, to say whether the 
companies involved will ever again operate their 
own facilities on the island. Only Shell has taken 
steps to test the constitutionality of the seizure in 
Cuban courts. 

Texaco says it had about 300 stations on the 
island in addition to its 20,000-b/d refinery at 
Santiago de Cuba. Few were company-owned. But 
most had been built in the last few years, and 
Texaco “still had a lot of equity tied up in these 
stations.” 

Jersey Standard, parent of Esso S. A., says its 
dealer outlets totaled more than 800. Of these, 
more than 100 were company-owned. In addition 
to the loss of these and a 35,000-b/d refinery at 
Belot, Esso S. A. gave up four ocean terminals, 
six bulk and packaging plants, many railroad tank 
cars, and a fleet of trucks. 

Shell’s Canadian affiliate markets through a 
Cuban subsidiary with more than 500 stations on 
the island, most of them independently owned 
but a few company-owned. As a result, Shell’s 
equity in stations is not as great as Texaco’s. 





General 


Gasoline Demand 


API's expand-demand group adopts 
new name, considers future work 


THE API’s committee on stimulating gasoline de- 
mand met in Chicago last month to work out the 
details of its “public-information” program. The 
group adopted a new name, the travel development 
committee, but otherwise remained in the planning 
stage. 

The 20-member committee, headed by Harry 
Moir of Pure Oil, considered a proposal sent to 
the committee by Dan Lundberg, public-affairs 
cousel for the California Petroleum Marketers 
Council. During the recent API marketing-division 
meeting in Cleveland, Lundberg had warned 
against taking a “huckstering” approach. 

In an eight-page proposal, Lundberg cautioned 
the members on adopting a campaign that would be 
obvious to the consumer as a “buy more gas for 
our sake” gambit. He specifically recommended 
a travel angle hung on the slogan, “Let’s Make 
Driving Fun Again.” The Lundberg proposal was 
discussed and judged to be “in harmony” with the 
committee’s own approach. 

Selling Road Safety—Attending the meeting was 
API safety subcommittee head Grant Young of 
Ohio Oil. Young noted that the demand group 
had proposed working on the problem of selling 
motorists on the safety of auto travel. He sug- 
gested that this would duplicate the work of other 
API groups, and proposed more activity in their 
behalf. He said he agreed with Moir that mere 
presentation of statistics would not be sufficient as 
a safety campaign. Lundberg had proposed us- 
ing a passenger-mile safety record as airlines did 
in their early days. Another suggestion was that 
research might be done into the cause of weekend 
accidents. 

Reporting on progress with press and associated 
industries was API director James Bennett. A 
former research and advertising man, Bennett was 
appointed as a full-time committee staff man early 
this year. His salary for this first year is being 
underwritten by 12 majors. 

Bennett reported that magazines and newspapers 
were being contacted and urged to devote more 
space to articles on automotive travel, and that 
the press had been favorable to the proposal. Allied 
industries—auto manufacturers, tiremakers, motel 
owners—have also been approached. 

Small-Boat Market—One new area being ex- 
plored is the promotion of pleasure-boat rental. 
The committee is working with a marina developer 
on a tie-in campaign. “I think in the long run we'll 
put about as much time in this type operation as 
automotive,” said Bennett. 

The committee also discussed the possibility of 
backing the “three-day weekend” idea, rearranging 
holiday dates to tie them into weekends. 


fe In case you missed it... 


Robert A. Bicks is now full-fledged head of the 
Justice Dept.’s antitrust division. Acting head for 
over a year, Bicks got a recess appointment from 
President Eisenhower after Congress adjourned 
without acting on the Bicks nomination. 

> Arkansas Fuel Oil’s public stockholders will get 
$41 a share for their holdings—to a total of $75,- 
577,186—under a plan whereby Cities Service 
becomes whole owner of its southern subsidiary. 
Most of the money will be raised through partial 
liquidation of Ark Fuel assets. 

Blending pumps are spreading to Italy, where 
BP Italiana will market five grades of gasoline 
ranging from 84 to 100 octane. 

Jersey Standard says it “will take into consider- 
ation, when making future commitments to char- 
ter tankers, whether owners are now chartering or 
selling tankers, or do so in the future, to the 
Russians . . .” 

Sales of gasoline and other products at US. 
service stations rose to $1.558-billion in June from 
$1.504-billion in May and $1.450-billion in June 
1959, Census Bureau reports. 

Pate Oil Co. and Oklahoma Oil Co. have been 
merged into Humble Oil & Refining Co. (Del.), as 
part of Jersey Standard’s nationwide consolida- 
tion (NPN—Oct. p107). 

New Jersey fair trade prices have been adjusted 
for the first time since they dipped 1¢ last October, 
moving from 18.9¢ gal to 19.9¢ gal. (ex 9¢ taxes) 
for regular-grade gasoline. 

Bureau of Mines has revised its domestic de- 
mand estimates for 1960 to 9,795,000 b/d, up 
3.7% from 1959. 

PL. K. Long Oil Co. has opened 14 Deep Rock 
stations in the Dallas-Ft. Worth area. Long, presi- 
dent of the Texas jobber association, signed up 
with Deep Rock in May. 


Marketer's Bookshelf . . . 





THE NEW PSYCHOLOGY OF SELLING. By Mel S. Hatt- 

wick. Foreword by Arthur H. (Red) Motley. 276 

07 McGraw-Hill Book Co. Inc., New York, N. Y. 
WHETHER YOU SELL dealer accounts or mas- 
termind a nationwide retail program, this book by 
Continental Oil’s advertising director is worth 
reading. It sets out two basic imperatives for suc- 
cessful selling: (1) Know yourself. (2) Sell your 
prospect the way he likes to buy. Dr. Hattwick’s 
genius is to translate these precepts into specifics; 
in case after case, he reveals the needs that under- 
lie every salesman-customer relationship, and 
shows how they make—or unmake—the sale. Dr. 
Hattwick writes easily, relentlessly avoids jargon, 
and whets your enthusiasm while he sharpens your 
skill. 
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LOOK 
INSIDE 


See how maximum light power is developed 
— how shadow-free engineering is perfected 
— how easy, low cost maintenance is assured. 


NEON KFwHROYDUCTsS 
INCORPORATE YW 
E.izma i, Ohio U.S.A. 
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SIGNS OF 
INCREASED 
GALLONAGE 


MODERN STATIONS 
NEED THIS EXTRA 


Dress up new and old stations with brighter 
Plastilux® signs. This sales power is available to 
every petroleum products marketer. The trouble- 
free service, long life, low maintenance have been 
proved by years of use. 


The services of a Signvertising® Engineer to help 
modernize your entire sign program are available 
without obligation. Use the coupon below. 


We CIIING 8. ccsciseceons service stations. 
Please have a Signvertising Engineer call. 
Name 

Title 

Company 

Address 


City... 





Only A Fruehauf Steel Tank 
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Weight Saving... Built-In Values... Extra Bonus Load! 


At Fruehauf, advanced fabricating techniques are combined with pride of workmanship to give you the 
highest quality Tanks for your hauling needs. Fruehauf Tank-Trailers give you your choice of high 
tensile steel in any size to meet your gallonage. Fruehauf steel Tanks are available in lengths to conform 
to I.C.C. regulations and state restrictions, with the equipment you need to tailor your Tank to your 
hauling requirements. See the complete line of Fruehauf Tank-Trailers at your Fruehauf Branch today! 


FRUEHAUF TRAILER COMPANY e 10940 Harper Ave., Detroit 32, Mich. ¢ 5137 South Boyle, Los Angeles 58, Calif. 


Additional Advantages of Fruehauf Steel Tanks 


164%" x 7" Midland Air Brakes 


Hub-Integral Lightweight 
Steel Wheels 


Steel Rear Fenders 


Two 6” Diameter 16’ Hose 
Carriers 


Safety Tread Walkway—Full 
Length and Non-Skid 


Manholes 16” Diameter with 
12” Fill, Emergency Venting 


107 
107 


3 Compartments Standard 


Waterproof, Vapor Proof, Dust 
Proof Conduit Fittings, Lights 
and Wiring 


Stiff Leg Supports 
Emergency Valve Cabinet, 
with Safety Shut-off, Spring 


Loaded Doors 


Curbside Discharge with 
Manifold. and Crossover 


RUEHAUF 
TRAILERS 





For Forty-Six Years- 
World’s Largest 
Builder of Truck Trailers 
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Has All These Advantages! 


ADJUSTABLE Upper Coupler 0; SIDE SHEETS extend from catwalk to 
¢ Permits relocation of king-pin for belly sheet to help prevent buckling 


proper load distribution 


he et : FBS. Stes. Se 
S-2 TANDEM SUSPENSION SQUARE manifold provides greater COMPLETE INTEGRAL STRUCTURE 
* Eliminates wheel hop * Reduces wear capacity with lighter weight relieves shell and head of 


* Saves tires stress and strain 


NO WHEEL WELLS SMOOTHER, STRONGER automatic Cy DEEP, FULL LENGTH tension 


* Eliminates major cause of leaks welds provide the most leak-resistant members are welded directly to 


¢ Makes tank easier to clean seams on any tank! bottom of shell for better 


stress absorption 


REINFORCED tension members 
relieve transition sheet of 


critical reaction force 


If It’s A Fruehauf, You Get More-So You Pay Less! 
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How Sohio Checks Service Loss 


With too much red ink in burner service, this marketer set up an 
analysis program to guide managers. Here's what it found out 


4 TANDARD OIL CO. (Ohio) is winning a fight 
against rising burner-service policy costs. The 
company is making service-department managers 
aware of the importance of operating more effi- 
ciently. 

Proof: Three years ago Sohio was charging $18 
for a policy that included (1) annual inspection 
(cleanup and adjustment) and (2) as many emer- 
gency calls as needed to keep equipment going 
(parts extra). Today it’s still charging $18 for the 
same policy. 

Against a background of rising costs, this indi- 
cates a gain in efficiency. Exactly how much, 
Sohio won’t know until it analyzes the results of a 
survey covering the past heating season. That work 
is scheduled to start soon. 

Not so long ago, higher operating costs for 
burner service were pushing Sohio’s service losses 
“beyond the figure we consider reasonable,” says 
Norm Steenstra, heating-oil sales manager. The 
question was what to do about it. 


How Sohio Saw The Problem 


Sohio wasn’t trying to make money on burner 
service. To continue good service, with salaried 
men, the company considered these alternatives: 

e Hike the policy charge. Sohio was reluctant 
to make this step. “Today, burner service at reason- 
able cost,” Steenstra says, “is still our strongest 
sales tool, much stronger perhaps than in the 
earlier boom years of oil heat. Now it helps ac- 
counts resist the inclination to change to other 
fuels.” In Ohio, gas is cheaper than oil heat. 

e Find a more economical way of operating 
burner-service departments. 


e Some of each. 


How Sohio Planned Its Attack 


Before doing anything, Sohio wanted to find out 
more about burner-service costs and customer re- 
quirements for service, then pass the information 
to its service managers. “We feel,” Steenstra says, 
“that management tools should be provided each 
local service manager for serviceman performance 
improvement.” This led to an evaluation survey, 
set up by Sohio’s market researchers, that covered 
burner-service departments in two cities. 


The departments were alike in the following: 
Both offered the same type of contract. 


Both were salaried. 

Both served areas of about the same size. 

Both had about 4,000 accounts. 

The departments differed in these respects: 

Dept. A did a short inspection job on its burners. 
“It leaves alone those items that appear to need 
infrequent attention,” Steenstra says. Dept. B does 
a complete preventive-maintenance inspection. “We 
wanted to find out how much time, if any, is 
saved in the long haul by going over a burner 
completely,” Steenstra says. 

Dept. A uses two-way radio; Dept. B. doesn’t. 

To get figures, Sohio asked burner men in these 
departments to detail their activities on a daily 
work form for 12 months (March 1958 to Feb. 
1959). Specifically, Sohio wanted the following 
information: 

e How much time was productive and non- 
productive, plus a breakdown of nonproductive 
time. 

e An analysis of service calls: percentage of 
hours spent on each type of call and percentage 
of frequency. 

e@ Whether a small percentage of accounts used 
most of a service department’s time. 

e Analysis of service-call frequency by per- 
centage of accounts and hours spent per account. 

e Average time per year per account for in- 
spection, service calls after inspection, and driving 
time. 

All data was key-punched to IBM cards, with 
service managers getting the breakdowns monthly, 
quarterly, and annually. “These reports went to 
managers for study to improve operational per- 
formances,” Steenstra says. 


Here’s What Sohio Learned 


Productive-Nonproductive Time — Percentage 
distribution of total paid hours of men in the two 
departments came out as follows: 

Dept. A Dept. B 


Productive time 73.3 70.7 
Nonproductive time 
Grey areal 8.5 9.3 
Red area? 18.2 20.0 


lincludes paid vacations and sick leaves, all time that 
can’t be controlled well. 

2includes nonproductive time, Sohio says, that can be 
better controlled. 
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Breakdown of Red-Area Time—Because this 
time can be better controlled, Sohio wanted to 
learn where it was being spent, and then alert 
managers on how to plug the leaks. Here’s that 
picture, based on a percentage of total red-area 
time: 

Dept. A! Dept. B2 

Customer not home 6.3 3.3 

In shop 6.0 1.9 

Stocking truck 10.8 

Waiting for call 37.8 

Servicing truck aod 

Meeting 2.3 

Time in office 16.8 

Standby for calls 0.6 

Driving time not charged 12.3 

1 Radio equipped; 2 not radio-equipped. 

“Good dispatching and serviceman coopera- 
tion,” Steenstra adds, “can help cut nonproduc- 
tive red-area time.” Referring to figures above, 
Steenstra says, “Discussion between manager, dis- 
patchers, and men can bring about improvement. 
Dept. B, with 10% of its total red-area time 
waiting for calls, realized this indicated overstaffing 
or a weakness in handling and dispatching calls.” 
Perhaps radio dispatching would help, Steenstra 
says. 

Time Spent on Service Calls—Excluding inspec- 
tion, Sohio came up with the following data show- 
ing types of service calls that took the men’s time 
and frequency of these calls: 
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Fuel Oil 


ota 


You can cut burner- 
Costs as Sohio does b 


'Ng answers to 
tions: 


Service 


y find- 
these ques- 


®@ oH 
Ow mu 
ch of burner Service. 


A Re ; 
sg S time is Productive? 
at does Nonprody 
Consist of? 
* 
How much time 
each type of serv 
Ow much time 


Ctive time 


'S spent on 


e Ice cal|> 


'S spent on 


Preventive 


% of hours % of frequency 
Dept. A Dept.B ODept.A Dept.B 


Combustion 17.2 16.6 15.0 12.5 
Nozzle 16.4 11.9 18.9 14.6 
Primary control 13.8 10.7 16.5 11.6 
Ignition assembly 

and transformer , 10.0 A 11.4 
Burner motor : 8.7 , 7.4 
Blower, circulator : 12.7 , 12.9 
Oil pump ; 12.2 
Tanks, lines, and oil filter 7.1 7.9 
Thermostat, limit controls $.5 
Other electrical 3.6 3.8 


Here, Steenstra says, the service manager has 
information on what burner parts cause service 
troubles. “These details were given managers in 
summary for his department and in detail for each 
man,” Steenstra adds. “While this study is not 
always a sign of a serviceman’s weakness on cer- 
tain parts, it does serve as a guide in some cases. 
It has been helpful in setting up special instruction 
for men showing a weakness in some phase of 
burner service.” 

Service Hogs—Sohio’s survey lends statistical 
support to the theory that a small percentage of 
contract accounts usually need most of the service 
department’s time. Here are the results: 

@ 78% of the customers (3,518 accounts) used 
49% of the total service-department hours. 

e@ 22% of the customers (993 accounts) used 
51% of the total service hours. (Continued) 





Fuel Oil 


(Begins on page 98) 


“Poor equipment, old installations, nuisance 
calls, and a man’s unfamiliarity with a certain 
burner are all possible causes here,” Steenstra 
maintains. “Once the reasons were determined,” 
Steenstra adds, “steps are taken to upgrade the 
equipment, instruct the account in expected opera- 
tion, and, in some cases, to educate the service 


FEATURES FOR FUEL OIL MEN 
Page 
Reader comments on ‘one-roof’ organization .. 9 
The Making of a Fuel-Oil Giant 
How Indiana Standard Will Go National 
How Sohio Checks Burner-Service Loss ...... 


man further. Thus we concentrate on moving ‘ex- 
pensive service’ accounts into the more profitable 
bracket to cut the possibility of raising service 
rates to all to compensate for a few.” 

Calls Per Year—When Sohio checked into the 
number of calls made to accounts each year and 
the total average hours per accounts these calls 
took, it came up with the following: 

Dept. A Dept. B 
e % of hr. ‘per % of hr. per 
accounts account accounts account 


Memos for Fuel-Oil Men 

Blueprint for Oil-Heat Growth 

How to Get More Oil-Heat Ads on Trucks 

Jobber Profits: Are You in the Same Boat? ... .125 


breaks down how servicemen spend their time on 
Socom, ded each account: 
Inspection only 416 1.23 443 1.59 Dept. A Dept. B 
Plus 1 call 15.1 2.32 206 2.60 — = 
Plus 2 calls 116 3.03 123 3.52 Inspection time 1.05 1.40 
Plus 3 calls 95 366 83 4.34 Service time 1.08 ‘99 
Plus 4 calls 6.7 4.59 5.5 5.54 Driving time 87 69 
Plus 5 calls 48 5.28 34 6.53 ae i ial 3.00 3.08 
Plus 6-9 calls 7.9 6.83 4.5 7.99 » i 
Plus 10 or more calls 2.8 12.47 1.1 14.00 ee eis 8 
3.00 3.08 
Comparison of departments shows that Dept. B, 
which does a preventive-maintenance inspection, 
can handle 77.2 %of its accounts with an inspec- 
tion plus two calls, while Dept. A, with its short 
inspection, can handle only 68.3% of its accounts. 
More Data on Time per Account—The survey 


Dept. A spends slightly less time per account, on 
the average, than Dept. B. This would indicate a 
saving if it were not for the fact that Dept. A 
makes more service calls for account after inspec- 
tion than Dept. B. The difference is 16.6%. On 
4,000 service accounts, this means Dept. A makes 
about 800 more calls a year after inspection than 
Dept. B. 8 


Total average hours 


No. 720 
Counter-Balanced unit 
for easy fast service in 
general installations, 


Light Duty Sewsite 


OPW LOADING ASSEMBLIES 


FOR LOADING BULK LIQUIDS 


YOU CAN NOW AFFORD TO DISCARD YOUR MAKE 
SHIFT LOADING DEVICES. INSTALL ONE OF THESE 
LONG-LIVED, TOP QUALITY, COMPLETE ASSEM 
BLIES, DESIGNED TO KEEP LOADING COSTS 
DOWN, DELIVERIES HIGH 





Nos. 720 and 721, high quality Loading Assemblies 
for small bulk plant operations having gravity flow 
or pressure up to 30 psi on 2” size, and up to 25 psi 
on 3” size 


For bulk plants where 


| PRICED AS LOW AS 
OPw CORPORATION arm is supported in 


| 
2735 Colerain Ave., Cincinnati 25, 0. « Phone Kirby 1-5400 hanger when not in 


VALVES ¢ FITTINGS * ASSEMBLIES FOR HANDLING HAZARDOUS LIQUIDS | use, 
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Memos for Fuel-Oil Men... 





Stl, VERMONT, 60 


PWatler O. Noyes of Henry M. 
Tuttle Co., Mobilheat jobbership 
in Bennington, Vt., pays $5 extra 
a year for truck plates that spell 
out his business. OILE and HETE 
are on two of his service trucks. 
Another has HEET. Off-beat spell- 
ing was necessary because some- 
one else latched onto plates with 
the correct spelling. Noyes also has 
KOAL on a coal truck and BGAS 
(B for bottled) on LP-gas truck. 


POil-Heat Institute of Long Is- 
land provides solid facts to its mem- 
bers showing natural gas in its area 
to be 36.2% to 93.8% more ex- 
pensive than oil heat, depending 
on annual consumption and the re- 
tail price of No. 2 oil. Data com- 
piled by Allen Johnson, fuel and 
combustion engineer, cover con- 
sumption figures in 500-gal. incre- 
ments from 1,000 to 3,000 gal., 
and retail prices in 0.2¢ per gal. 
increments from 13¢ to 16¢. 


>A tank-protection service plan is 
offered to heating-oil jobbers in 
Connecticut and Chicago by New 
England Tank Lining Co., Bridge- 
port, and its Midwest operation, 
Chicago Tank Lining Co. Under 
the plan, jobbers can offer all ac- 
counts—not just those under 
burner-service contract—repair on 
275-gal. basement tanks at $1.98 
per year. If a tank leaks, jobber 
makes temporary repairs, then 
New-England Tank Lining does a 
permanent job within two days, us- 
ing glass armor epoxy resin. In 
Chicago, all repairs are handled 
by Chicago Tank Lining. Cost of 
protection plan to jobbers varies 
from $1.48-$1.68, depending on the 
number of accounts. Main idea of 
the plan is to eliminate costly tank 
replacement. 
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>Heating-oil jobbers who want to 
pass along to their accounts a book- 
let containing a short history of 
heating oil; how a heating plant 
works; heating check lists in buy- 
ing, building, or remodeling a 
house; and other heat-saving tips 
should check into National Fuel 
Oil Council’s booklet, “How to 
Have a Smiling Home.” 


Here's the heavy 

duty sealer that will 

move off your shelf—fast! 
Mac’s Sealer and Stop Leak 
prevents seepage. It’s 


guaranteed to stop high pressure 


radiator leaks up to 20 Ibs. It 


mixes with all kinds of anti-freeze 
including the new “NON-DRAIN” 


types. Order it today! 


Starting Oct. 1, Connecticut fuel- 
oil dealers who prefer to bill by 
postcard rather than leave a copy 
of the meter ticket at the time of 
delivery will have to pay a $100 
fee to the state for the privilege. 
Then they can postcard bill only 
those accounts who have agreed to 
it and whose consent is on file 
with state officials. 


NOW- ORDER THE 
‘HEAVY DUTY SEALER 


THAT REALLY 


Nathy 


MAC’S SUPER GLOSS oo. inc. 


Los Angeles 42 + Cincinnati 26 


NEWS 





John Schoolcraft says: 


GORMAN-RUPP 


helps keep our trucks on the go! 


Autocraft Sales Corporation, pioneer petroleum distribu- 
tor, has several “‘firsts’”’ to its credit, not the least being 
the first to sell Ethyl gasoline through a service station in 
New York State. Now a progressive distributor of 
Atlantic products in Schenectady, this firm has recently 
expanded its operations with a new branch bulk plant. 

Says Mr. John L. Schoolcraft, Jr., Vice President and 
General Manager, ‘‘We chose Gorman-Rupp Pumps for 
their simplicity, ruggedness and for the fine service 
rendered by the Gorman-Rupp Dealer. They have lived 
up completely to our expectations, with no repairs 
needed in more than two years operation. Pumps are of 
key importance to us. These give our trucks the fast turn- 
around that spells efficiency.” 

Ask your Gorman-Rupp Distributor about the exclu- 
sive features of ‘“‘O”’ Series Pumps. Safer—no check 
valve, and thus freedom from dangerous, high pressures 
from confined, heat-expanded liquids. More efficient — 
straight-in suction removes entrance restrictions, in- 
creases priming lift. 


Installation details: Two Gorman-Rupp 03C-B Self-Priming 
Centrifugal Pumps serve three 20,000 gallon under-ground 
tanks. Maximum lift, 16 feet. Two #2 fuel oil tanks are 
manifolded. Second pump handles kerosene. 3” air elimi- 
nators, strainers, meters and loading assemblies. 


THE GORMAN-RUPP COMPANY 


305 Bowman Street, Mansfield, Ohio 
Gorman-Rupp of Canada, Ltd., St. Thomas, Ontario 
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Blueprint for Oil-Heat Growth 


IL HEAT’S FUTURE aS a more 
competitive fuel is tied closely 
with the effectiveness of research in 
the next few years. A blueprint for 
getting oil heat back on the big-growth 
track through research has been drawn 
up for American Petroleum Institute 
by Dave Locklin of Battelle Memo- 
rial Institute. 
Of 49 specific research projects, 16 


the first year, 
years, and 
years. 


projects, 
asking API's 
$500,000 budg 


a F Man = Project 


te rg Chances Aj 
of Duration 


ndustry Years 
Benet mt" Susseee** Time™** Needed 


Project 


Start in First Year 


Determine conditions for vaporizing No. 
2 oil without surface deposits 


Evolve smoke-test procedure to qualify 
units for low-temperature prefab flues 


Conceive, evaluate schemes for precom- 
bustion-zone vaporization 


Theoretical, experimental probe of 
fundamental enna in air atom- 
ization of oil. 


Conceive, outesie new of 
means for atomization. . 


Determine, map combustion conditions 
that do not epenes smoke for _— 
fuel oil. . 


Study cumbuation mechanism as tee 
ted by air-supply dilution, including 
controlled recirculation of combus- 
tion products. . 


Determine gas composition, temper- 
ature and smoke within local zones 
of various burner systems, een 
larly recirculating types ‘ 


Develop or select low-cost, long-life air 
compressors for low-capacity units 


Evaluate methods for Gaeing flue- 
gas temperatures 


Develop and evaluate syphon. type air- 
atomizing systems... . 


Basic probe of Aieh-lemperatore non- 
catalytic surface combustion with 
vaporized fuel-air mixtures and fuel 
GS iccansve ta 


Probe factors in deposit sevnaiion in 
conventional nozzles, determine - 
missible operating limits ; 


Develop simple method for evaluating 
droplet sizes of fuel sprays 


Determine quantitative effort of spray- 
droplet size distribution on combus- 
tion in various systems ‘ 


Feasibility check of spinning-disk ae 
izers for low-firing rates for use in 
premixed burners. . ceene 


6-10 


unusual 


Start in Two or Three Years 


Develop oil-metering systems for low- 
— burners and pilot-burner 
uses. 


Lab and field checks lt soot nebenties 
rates during chimney soot burnout. 
Develop combustion systems to exploit 
recirculation, with practical means 

for cold starting , 


Feasibility, conceptual probe of nan 
capacity burners for pilot operation. . 


—a probe of aerodynamic de 
vices (Hartman whistle) for atomiz- 
ing at low-firing rates! 


Feasibility probe of sos ne cata: 
sis of fuel oil..... 


Develop rational method for predicting 
or eter y determining the 
best relationship between air — 
and oil-spray pattern 

Analyze and probe combustion air sup- 
ply and exhaust systems. . . 

Investigate, define proposed No 2 ot- 
erence fuel for research and testing 
purposes 

Attempt to standardize terminology and 
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are recommended to be undertaken in 
15 to be started in 
18 to be started 


To finance some of the first-year 
API’s marketing division is 


board 
et. 


(years) 


Locklin estimates 
that all 16 projects would cost about 
$900,000. This would leave $400,000 


worth of research work to be done by 
individual majors in their own labs. 
Their findings will be pooled. 

Listed below are the projects rec- 
ommended by Locklin. The priority 
ratings of some projects may be re- 
vised after further study by the tech- 
nical advisory group (the Livingstone 
committee) of API's fuel-oil com- 
mittee, says API’s marketing division. 


2-3 
in 3-5 


to approve a 


Potential Chances Appli- 
of cation 
Success** Time*** 


Man 
industry Y 
Project Benefit* Needed 
rating methods for pressure-atomiz- 
ing otl-burner nozzles. . 


Feasibility of oil-piping¥ systems for 
common storage tanks for groups of 
homes 


Study chimney inane including 
transient conditions in actual oil- 
fired eee to aan —- 
tables. . ee 


Evaluate perormance life of dante 
ignition means. 


Probe factors in use of pressurized flues 


Probe relationship between burner 
entrance velocity, mixing turbulence, 
recirculation, volumetric heat release, 
scale factor and random flame noise 
in combustion systems ‘ 





F-G 2-3 1-2 


F-G 1-2 


Start in Three to Five Years 


Feasibility probe of phenomena of cata- 
lytic combustion of vaporized fuel oil 


Engineering, economic appraisal of the 
use of existing burners to residential 
incinerators 


Prove, appraise euulgnaat require- 
ments for agricultural use of fuel oil 


Evaluate methods of smoke measure- 
ment 


Feasibility, conned probes of oil- 
fired radiant heaters. . 


Develop or select low-cost long-life fuel 
pumps for low-capacity burners 


Develop devices to use unsteady-state 
combustion. ....... 


Preliminary design pre of oil-fired 
free-piston refrigerant compressor to 
estimate, performance, cost 


Feasibility of remotely located oil-fired 
snow-melting systems on critical 
areas of highways... . 


Develop convenient way to pare) 
combustibles in flue products... . 


Basic probe of combustion process and 
flame propagation in turbulent flames 
of No. 2 oil vapor-air and spray-air 
mixtures 


Basic probe of the mechanism of nie 
formation in fuel-oil combustion 


Engineering study of burner require- 
ments and feasibility study of their 
ee with various house — 
ances. 


Economic study, poupunelien of detlen 
recommendations for residential 
snow-melting systems 


Analysis of stack emissions from resi- 
dential oil-fired systems 


Develop simple field-test snaetine t for 
evaluating chimneys 


Study basic requirements for ignition of 
fuel-oil sprays and vapor-air mixtures 


Study leading to recommendations for 
standardized terminology and a 
methods for oil filters 


*G denotes great; M, moderate; $, small 

**@ denotes good; F, fair; P, poor 

***1 denotes immediate: 2, intermediate; 3, long range. Application time is defined as 
estimated period for effects of research to reach the market. Anything over 5 years is long 
range. 

Hartman whistle generates a shock wave that atomizes oil into very small droplets, 
Wave is generated by directing — -velocity air jet into a small cavity of proper shape. 
size, and location. Whistle not audible if velocities are sufficiently high. 
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oa Ob ebin-re! 


giving 
makes good 
business 


sense, too!”’ 


Every business has a vital stake in the welfare of its community. The businesslike way to protect these 
interests is to support your community The United Way. Your United Fund or Community Chest Campaign 
takes care of many community needs without the confusion and waste of separate appeals. 

Your company can contribute in three important ways! m Make sure your company makes a generous 
corporate contribution. It helps protect the welfare of your employees and customers. gm Help your employees 
meet their obligations through easy payroll payments. Experience shows this often doubles, even triples, 
results. g Stimulate executive participation in support of your local fund. Such participation helps safeguard 
the dollar investment made by your company and its employees. 

Remember, giving The United Way helps your community and your company. GIVE THE UNITED WAY 
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To learn how fo serve you better 





National Petroleum News 
conducts regular research studies designed to discover what 
in NPN is of interest and value to you, and what isn't. 


This research program is conducted by means of personal 
interviews with a representative sample of about 100 sub- 
scribers for each issue studied. So. . . if one of the McGraw- 
Hill Research ‘‘Reader Feedback”’ interviewers calls on you, 
please give him the best cooperation you can. He's trying to 
find out how we can make NPN more useful to you. 


Her ® 


NATIONAL PETROLEUM NEWS A McGraw-Hill Publication 
For Oil Marketing Management 330 West 42nd Street, New York 36, N.Y 
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ATTENTION ALL 


There’s a special 500-prize 


OVER 500 OTHER PRIZES 
(Salesmen’s prizes worth $35,000) 
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drawing for you in 


PUROLATORs I960 


142000 


Here’s all you do:_ 


S_ 


Kaan 


1) Talk up the Prizarama to every dealer 
you call on whether he stocks Purolator 
or not. Give dealer Prizarama envelope 
as you explain the program. 


2) Tell your dealers what 
to do: Dealer puts a Seal of 
Protection or Purolator air 
filter sticker on every car, 
peels off and fills in entry form on the back, 
mails his entries before Oct. 31, 1960. 
Remind dealer that the more entries he 
submits the better his chances to win. 


3) 

Have dealer put his 

station stamp in the 

space provided on the back #~ 

of the envelope and complete 

the required information. This flap 
is how he enters you in the contest. 


4) Tear off and mail com- ~ 
pleted entries to sweep-/ > 

stakes headquarters, P. O. 

Box 1606, New York 46, 

New York. The more service stations, 
garages and car agencies you contact 
. .. the more chances you have to win. 
See details below. 


All properly completed salesmen entries will take part in a separate $35,000 prize 
drawing under the supervision of the Bruce, Richards Corporation. Entries must be 


postmarked by October 31, 1960. 


The Standard Equipment Line 


**Purolator’’ Reg. U.S. Pat. Off 


SALESMEW...: 


/ 


1960 PRIZARAMA 
DRAWINGS 


FOR DEALERS- 


DRAWING includes all entries 
postmarked no later than 
October 31, 1960. 


FOR SALESMEN- 


DRAWING includes all salesmen’s 
entries postmarked no later 
than October 31, 1960. 





NBC MONITOR RADIO. Purolator is 
again using Monitor radio—and its 17 
million listeners—to increase your filter 
sales . . . 13 hard-hitting commercials 
every weekend right through the Fall. 


PURQOLATOR 


OIL, AIR & FUEL FILTERS 


PUROLATOR PRODUCTS INC., Rahway, N. J.; Toronto, Ontario, Canada 
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Fuel Oil 


Fe BETTER HEAT 


WITH # Olk 


HEAT 


UT Bits M0 WI Oh HAT. - VOU AUMAYS GET A LITTLE BILL / 


Philadelphia OHC is encouraging oil-heat ads like this in a drive for . . 


More Traveling Billboards 


OIL HEAT Council of Greater Phila- 
delphia Fuel Conference (OHC) 
thinks it has a hot idea on how to get 
more mobile billboards spreading oil 
heat’s message. 

Mobile billboards aren’t new, but 
they haven’t been promoted on the 
scale that OHC is promoting them. 
Other campaigns didn’t gain wide ac- 
ceptance in any market area because 


give up their own identity on their 
trucks. Where it was tried, transports 
not retail trucks, carried the signs. 

Philadelphia’s OHC offers jobbers 
the entire package—layout, design, 
color, lettering—and picks up the tab. 
In other campaigns, these details, in- 
cluding paying the bill, were left to 
the jobber. In offering a package, 
OHC is after uniformity and impact. 


must use white as the base color. Let- 
tering can be done in the jobber’s 
trading colors. Jobber identification is 
confined to the cab. 

Philadelphia’s OHC is offering the 
billboard idea for all trucks: trans- 
ports, retail delivery, service, and in- 
stallation. 

Under way only a short time, the 
idea is catching on among jobbers. 
Five companies have gone into the 
plan, with at least six planning to en- 
ter. Of the five companies in, four 
have each had one truck painted and 
the fifth has offered four trucks now, 
two transports later. One of the six 
planning to pick up the idea has a 
fleet of 25 service trucks. 

Uniformity of impression may be 
the big idea behind OHC’s idea, but 
there are other benefits. “We chose 
white as the base color,” says OHC, 
“so that jobbers will see to it that 
their billboard is kept clean. One job- 
ber with one truck in our plan is see- 
ing to it that his other trucks are also 
kept clean.” 

OHC had preached about clean 
trucks for a long time. Now it seems 
to have come up with a way that 
helps jobbers see the value of keeping 


jobbers, it seems, were reluctant to In the Philadelphia plan, jobbers trucks spotless. 


a Long Life Promotional Ideas 
from OHIO THERMOMETER! 


Here are A FEW of scores of advertising thermometers, 
rain gages, and barometers manufactured by Ohio Ther- 
mometer. There are small thermometers and big ones— 
up to 39 inches... tube type thermometers and the dial 
type, too... thermometers for indoors — thermometers 
for outdoors... for wall or window. They are accurate, 
rust-resisting, and silk screened for long life. Re-distri- 
bution is easy, thanks to their individual packaging! 
Yes, nothing beats a thermometer for stretching pro- 
motional dollars, as hundreds of blue chip advertisers 
know. Everyone is weather conscious— everyone is ther- 
mometer conscious. Ohio Thermometers tell the temper- 
ature and your advertising story at the same time! 
Check into thermometer 
advertising. Colors and copy 
to your specification. Special 
sizes and designs obtainable. 
Drop shipments can be ar- 
. ranged. Write for details. 





The OHIO THERMOMETER CO., 11 Walnut 
St., Springfield, Ohio. Please send me your 


thermometer selection kit. 
Nane.. 


a 


Aires - i THE OHIO THERMOMETER CO. 
: 11 Walnut St., Springfield, Ohio 


City & State_..____. 
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OR PATRONIZING YOU ? 


With the automobile model mix on the road today, many 
refiners have already gone to 3 products in an effort 
to hold their total market. And the evidence is that the 
octane spread will continue to widen, bringing pres- 
sure for 4- or even 5-product systems. The trend is 
undeniable; the marketing implications, serious. 
Wayne submits that there is only one practical solu- 
tion to this problem. Blending. We refer not to the 
Wayne Blender pump alone but to the overall concept 
of blending as a new method of marketing fuel. 
What does blending offer you? First, it ends the 
multiple product dilemma for good. With just two 














products—regular and super high octane—the Wayne 
Blender meets the fuel requirements of every make 
car. Second, blending builds business. Once a cus- 
tomer understands blending, he is not apt to settle 
for less. He gets the performance he wants without 
overbuying and saves 1 to 4c a gallon. Third, your 
island and underground investment are protected, 
because the Wayne Blender can deliver up to 9 grades 
of fuel, covering everything on the road today and in 
the foreseeable future. Fourth, the economies of a 
2-product system reflect through your entire opera- 
tion—accounting, distribution, warehousing, refining. 


To insure that the Wayne Blender realizes its poten- 
tial as a major marketing tool—rather than becoming 
just a novel pump—its introduction has been care- 
fully planned. Among the companies that have 
adopted blending, one reported a sales increase of 
4% over its predicted 1959 gain; another chalked up 
a whopping 20% increase over previous Sales. In both 
instances, management attributes the increase 
largely to its blending program. On the basis of this 
experience, we believe other refiners and marketers 
would like to hear the Wayne Blender story. We are 
ready to tell it. 





New booklet gives you 


more information on the 


profit potential of blending 


OZ-~amxa> 
4 Orenarions 


This 20-page booklet is designed to present 
a comprehensive picture of the competitive 
advantages and operating economies that 
can be realized from multi-octane blending. 
Reduction of your pool octane number, sav- 
ings on capital equipment, more efficient 
warehousing and distribution, greater cus 
tomer satisfaction and increased station 
sales—these and other benefits are spelled 
out in detail. In addition, major features of 
the Wayne Blender are presented in 
digest form. 


At your request, we will be happy to provide 
a copy of this timely booklet. THE WAYNE 
PUMP COMPANY, Division of Symington 
Wayne Corporation, Salisbury, Md. WAYNE 
PUMP CANADA, LTD., Toronto, Ontario. 


WORLD'S LARGEST 
MANUFACTURER OF 
GASOLINE PUMPS AND 
SERVICE STATION EQUIPMENT 





Complete package for perfect fluorescent lighting . . . 


ee “ _" 


Twin Fixture with Single Pole 


Quality at You (‘oct 


@ LOW COST 
@ LOW OPERATING COST 


@ A COMPLETE PACKAGE—SCIENTIFICALLY 
DESIGNED 


@ EASY TO INSTALL 


@ CLEAR RIGID PLASTIC DOORS IN 
ALUMINUM FRAMES 


@ LAMPS ENCLOSED FOR MAXIMUM 
EFFICIENCY 


@ BRACKETS PERMANENTLY PLACED AT 
15° ANGLE 


ee. . 





JUNO x 


4 
LIGHT FIXTURE DATA 


© TYPE OF LAMPS” . FOUR OR SIX 
SLIMLINE, BAPID START H.0. OR 
FOUR POWER GROOVE, VHO OR 
SHO JAMPS PER SECTION. 


@ SQUARE TAPERED POLE FOR MAXIMUM 


© FIXTYRE SIZE. . . TWO UNITS OF 31” 
STRENGTH & 6 


A 6 FIXTURES. 


4 
JY CONSTRUCTION . . . HEAVY DUTY I- 
BEAM WITH HEAVY GAUGE AND 
CAST ALUMINUM EXTERIOR AND 
INTERIOR. BAKED WHITE ENAMEL 
REFLECTORS. 


© TYPE OF DOORS . . . 1/10” THICK 
CLEAR PLEXIGLASS WITH HINGES, 
POSITIVE LOCK, EXTRUDED ALUMI- 
NUM FRAMES, SEALED COMPLETELY 
WITH RUBBER GASKET. 


® ALSO AVAILABLE WITH 1000 MiILLI- 
AMPERE LAMPS AND BALLAST 
WHICH PRODUCES 15°% MORE 
LIGHT OUTPUT AT ONLY 5% AD- 
DITIONAL INITIAL COST. 


© HARMONIOUS STYLING FOR UNIFIED 
QUALITY APPEARANCE. 


© LOW PRICES . . . QUICK DELIVERY. 


/ 
4 
4 
A 
4 


And in addition now tie in all of your outdoor light- 
ing fixtures, area and island, into one efficient and 
harmonious well-planned scheme by using the new 
JUNO assembly floodlighting with either the HI- 
LUME or JET-LUME island fixtures. Ask your White- 
way distributor for details and low Juno prices, 
today! 


WHITEWAY MANUFACTURING CO. f 
1736 Dreman Ave., Cincinnati 23, Ohio rd 


BRANCH OFFICES: 
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FREEDOM GUM. A Million-Dollar 


bo 


Billboards dot the route of the ‘horseless carriage’ ride, below 


1909 Cadillacs in the ride are 


powered with Amoco. Note pump, billboard 


HERE’S A $1-million price tag on 

Standard of Indiana’s newest 
showcase for the American Oil brand 
name. It’s the company’s participation 
in Freedomland, a 205-acre amuse- 
ment park located in a northern sec- 
tion of New York City. 

Park promoters began bidding for 
an oil-company participant a little over 
a year ago. Some majors balked at 
the idea of investing big money in a 
seasonal deal (Freedomland is open 
from May to October), particularly 
one that involved a five-year contract. 

Standard of Indiana signed the con- 
tract, with the provision that the Amo- 
co identification be used—a logical 
move since many of the Freedomland 
visitors are out-of-towners who aren’t 
familiar with the new national brand 
name (see page 81), limited to the 
East and Southeast up to now. 

On a huge plot shaped like the 
U.S., the park recreates in miniature 
several historical sites: Little Old New 
York, the Chicago Fire, Fort Cavalry, 
San Francisco, Santa Fe, New Orleans, 
and Satellite City. It opened on June 
19, turning away 40,000 visitors. Now 
leveling off at an average daily gate 
of 20,000, the park will operate for at 
least five years and possibly 15. 





‘Satellite City’ exhibit identifies Amoco brand with scientific progress 


Park promoters leased a number of 
locations to Borden’s, Hallmark, Scrip- 
to, Macy’s, Kodak, Schaefer Beer 
and others at seasonal rental fees up 
to $50,000. The companies also foot 
construction and maintenance costs. 

The New York exhibit is a 19th- 
century “As You Travel Ask Us” tour 
center. In it are guides to help visitors 
plan road trips, a continuous showing 
of an Amoco film, displays of Amoco 
products, and a Kodak concession 


(leased), featuring a photographer 
who will photograph a visitor sitting 
in an antique car for 75¢. 

Adjoining the town center is a 
Freedomland concession which sells 
rides in scaled-down 1909 Cadillacs. 
Amoco furnished the ride with bill- 
boards suitable to the period and old 
glass-globe pumps. Amoco also pro- 
vides the fuel. 

In the Satellite City section, Amoco 
has built a slick “space station.” This 


Space-age brand sign stands near Braniff Airways ‘flying saucer’ 
Service stations of tomorrow are displayed in space station 
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Showplace for a Growing Brand 





Futuristic lights, billboards line sports-car ride 


is equipped with an electronic gadget 
supplied by the Navy, a map of the 
world that spots the location of all 
satellites at a given moment. Film for 
the board is flown in weekly by the 
Navy from its space surveillance sta- 
tion in Dahlgren, Va. 

The station has exhibits of the 
“service station of the future,” space 
suits, and a huge wall map of the 
universe (above a horizon that in- 

(Continued on page 192) 





MARKETOR 


SERIES 4800 PUMPS AND PEDESTALS 


for tomorrow's look today! 


Advanced design and styling of Bowser’s low-silhouette 

48” pumps and pedestals create entirely new concepts in service station 
planning. Functionally correct ...low in cost, 

Bowser equipment is perfect for new 


locations as well as modernizing present installations. 




















Write for facts about Series 4800 Marketors. 


BOWS E R IN C 


se 
MARKETING DtvVvision, FORT WAYNE, INDIANA 
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Shell Shifts Ad Agencies 


Ogilvy, Benson, Mather replaces J. Walter 
Thompson in switch of $11-million account 


EFFECTIVE Dec. 1, Shell Oil will 
retain Ogilvy, Benson, and Mather as 
the agency for all Shell marketing 
activities. The move terminates a 30- 
year relationship between Shell and 
the J. Walter Thompson agency. 
Speculation has run high on the 
reasons for the shift. Advertising 
Age, a trade journal, reported that 
“JWT lost the account because it was 
caught in a crossfire between Shell's 
top management and the marketing 
bosses of the 17 sales regions.” Cer- 
tainly it has been no secret that J. 
Walter Thompson, after working out 
a central theme, had had to detail 
separate ad campaigns for each divi- 
sion. Immediate result was an extra- 


large slice of the budget, about 78%, 
going for localized advertising. 

Shell itself has remained noncom- 
mittal on the switch, attributing it 
to “general reorientation of market- 
ing programs.” 

Shell spends about $16-million an- 
nually in its marketing area, about 
$11-million estimated as commission- 
able. The Shell Chemical business 
(about $1-million) will remain with 
J. Walter Thompson. Kenyon and 
Eckhardt will retain the $1-million 
institutional account. 

Ogilvy, much praised for its insti- 
tutional series for Esso, was fired by 
that company when it became known 
the agency had approached Shell. 


Mobil Publishes a ‘Best Seller’ 


ALMOST a quarter of a million cop- 
ies of the Mobil Travel Guide to 
New England and New York have 
been distributed, exhausting the stock 
of both the oil company and its pub- 
lisher, Simon and Schuster. 

Priced at $1, the book is a com- 
panion to a Southwest guide. 

Hoping to sell 1.5-million of the 
guidebooks annually, the publishers 
have already announced revised and 
expanded editions of both books for 
May, 1961, plus new guides for the 
Great Lakes states and California- 
Nevada. In May °62 it will be the 





>This unique mailing piece from 
Cities Service resembles a case with 
sunglasses. Included is a cleaning 
cloth for glasses—and a strong 
sales pitch aimed at the motorist 
who plans a vacation. 


PA “Service-Station Training Kit” 





Merchandising Memos... . 


is being distributed by the API. 


Northwest and middle Atlantic; in May 
63, the Southeast. All guides will be 
revised yearly. 

Each guide will list about 2,500 
eating and sleeping places; will number 
448 pages; and will sell at $1.50. 
Mobil and S&S will employ an editor- 
ial force as large as 85, plan “crash- 
type” inspections just before press- 
time to stay as current as possible 
on listings. 

In addition, Mobil has just released 
a second edition of the Mobil Boating 
Guide (price: 50¢), which sold over 
120,000 copies in 1959. 


Designed as a “do-it-yourself” train- 
er or a Classroom aid, the kit con- 
sists of five manuals and an in- 
structors question-and-answer hand- 
book. Price for the kit is $8.75, 


Key point in Tidewater’s new 
gasoline ad campaign in the West- 
ern Division is prevention of 
“power clog.” Ads herald Tide- 
water’s new gasoline additive MS-3 
as the solution to gum deposits 
that form during stop-and-start 
freeway driving. The ads also stress 
the gasoline’s antismog feature. 


PA flyer sent out with Mobil 
credit card bills is good for a free 
packet of zinnia seeds when re- 
turned to a local dealer. 


August, 1960 + NATIONAL PETROLEUM NEWS 


Merchandising 





Magazine Hits 
Oil Billboards 


FOR THE SECOND TIME this year 
Harper’s Magazine has trained its edi- 
torial guns on outdoor advertising, this 
time giving special attention to oil 
companies that use billboards. 

In the July issue, an editor’s column 
urged readers to carry a supply of 
postcards when driving and use them 
to send complaints to billboard ad- 
vertisers. Phillips Petroleum was 
singled out as an example, since the 
company has recently announced a 
new 5,000-billboard campaign for its 
new Trop-Artic Motor Oil and new 
Flite Fuel Gasoline. The magazine in- 
cluded the address of the oil company. 

Phillips says it hasn’t received many 
postcards, but nevertheless has pre- 
pared form letters thanking the con- 
sumer for his comments and interest 
in the company’s advertising. 

Harper’s also reported that “one 
big oil company already has stopped 
advertising its gasoline on billboards, 
and other firms undoubtedly would do 
the same once they realize that such 
ads make more enemies than friends.” 

The company referred to is Union 
Oil of California, which in 1956 de- 
cided to give up outdoor advertising 
in the belief that 1) billboards were a 
traffic hazard, 2) public resentment 
was growing, 3) there were too many 
billboards, and 4) freeways would 
probably ban them anyway (NPN— 
Feb. °57, p117). 

On the heels of the Harper’s item 
came an address by Robert M. Gray, 
Esso advertising and sales-promotion 
manager, to the International Con- 
gress of Outdoor Advertising in Tor- 
onto. Said Gray: “Outdoor is a ‘na- 
tural’ for us. It gives us an oppor- 
tunity to convey our messages in an 
important, colorful and _ attractive 
manner, and at a time when motorists 
are using the products we sell. 

“Esso research has developed a 
constant succession of new products 
and many of these have been success- 
fully introduced with the help of strong 
outdoor advertising support. . . . Our 
company’s use of outdoor should 
continue to grow as the company 
itself grows.” 

Esso is typical of the majority of 
oil companies who devote a large 
part of their ad budget to outdoor 
advertising. It spent over $1.5-million 
in the medium in 1959. Two other 
companies—Shell with over $3-mil- 
lion and Standard of Indiana with 
over $2.5-million—topped oil com- 
panies in outdoor spending in 1959. 


117 
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Space Ads on the Spot 


WHEN WILL a man land on the moon? Watch 
the current DX Sunray ad campaign. There’s a 
chance that a 24-sheet poster or magazine ad might 
offer a tip on what’s going on in space research. 

Why? Because DX tries to time its Boron series, 
featuring rockets and satellites, to tie in with new 
space developments. A good example was a series 
picturing a weather satellite. It appeared just in 
time to cash in on the news of the launching of the 
Tiros weather station. 

For the past two years, DX and its agency, 
Potts-Woodbury, have carefully plotted ads to co- 
incide with actual moves in space research, 
“within the limits imposed by security.” 

The series is an eyecatcher. Art ranges from 


Of}, , 


Satellite ad appeared as U.S. weather rocket orbited 


cartoons to straight scientific. All are hinged on the 
slogan, “Tomorrow is now at DX Sunray.” Out- 
door ads are noteworthy for their lack of copy and 
reliance on art, as well as use of Day-Glo inks. 

The Boron campaign is blanketing all 15 states 
in the DX marketing area this summer. 


Shell Alters Brand Signs 


Texaco Plans Opera Network 


TEXACO is setting up its own radio network 
to carry its popular Saturday afternoon broad- 
casts of the Metropolitan Opera. The com- 
pany’s move was prompted by an increasing 
number of complaints from listeners that some 
network stations were delaying broadcasts of 
the opera “hours, days, and even as much as 
a week” after the actual performance. 

The oil company has sponsored the broad- 
cast since 1931, the last two years over the 
CBS network of 180 stations. 

The new web, to be called Texaco-Metro- 
politan Opera Network, will consist of 90 to 
100 stations reaching 95% of the national 
audience. Each participating station must 
agree to carry the full four-hour broadcast 
live every Saturday afternoon. The network 
will become effective with the opening of the 
new opera season Dec. 3. 


SHELL’s new “controlled background” sign has 
now been installed at 300 of the company’s 20,000 
stations. Designed by Raymond Loewy Associates 
after four years of research and tests, the new 
square sign replaces the familiar silhouette in use 
for 46 years. 

Two major reasons are given for the change: The 
old sign had a tendency to blend into some back- 
grounds, making it hard to spot; the old sign had in 
some instances been confused with a similarly 
shaped competitor’s. 

The new sign consists of two acrylic plastic 
sheets in a square aluminum frame. Fluorescent 
lights illuminate it from within. The background is 
bright red, edged with white, while bright yellow is 
retained for the scallop shell. 


ASSEMBLY LINE for toy Gulf service stations 
will have turned out more than 750,000 by the 
end of the year. Cincinnati’s Merry Manufacturing 
Co. is producing the miniatures with Gulf’s per- 
mission. Each “station” has a replica of a Gulf bat- 
tery, battery filler with movable parts, gasoline 
pump, road maps, and car-washing materials. 
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Police-Car Tests Help Sell Motor Oil 


Authenticity is the key point in POLICE CAR PROVED ! 


Pure’s new mofor-oil campaign <m, 
oR 
“POLICE-CAR PROVED” — That’s the sales pitch 2 Cor, 
Pure Oil has been using for its Prelube motor oil. ww Teli) 
Based on a series of tests carried out with the cooper- i 
ation of a city police department, the slogan rings 
authoritative and is meant to impress the public. Pure 
feels the pitch has paid off in sales. 
“It was felt that the public could | 
easily understand this angle,” says a | 
Pure spokesman. “They know that | PERFORMANCE of a REMOTE SYSTEM 
police cars must operate under all | 
kinds of conditions and take more of | Depends on the 
a beating than private cars. And, since 
we were able to use the name of the ‘ pump-motor 
police force involved, the campaign 7s <9 = unit which 
carried authenticity far superior to y ee - as 
that of a mysterious ingredient or of a Tal te delivers 
single-company claim to quality.” ! ee the fuel... 
The policy department involved was = ) WLS 
that of Elgin, Ill., a city that developed 
a good nose for publicity after being 
named “The All American City” about 
five years ago. The officials agreed to 
let Pure conduct tests of the motor oil 
using actual police cars, provided the 
vehicles would not be tied up by the 
oil company. Pure’s lab men ran their 
tests by means of quick-switch alter- 
nate engines. Researchers would re- 
move one engine and replace it with a 
second, then run tests on the first. 
Launched in April, the “Police-Car 
Proved” campaign was centered heav- 
ily in point-of-purchase material. In 
addition, 2,400 billboards appeared in 
369 Pure markets. Radio spots began 
with 871 commercials in April, soared 
to 1,769 in May, then dropped to 509 
in June. Designed as a “one-shot” ven- 
ture, the campaign will end as dealers 
replace the point-of-purchase material. 
Pure reports that the program was 
successful, especially in its reception 
by dealers. The company says, “This 
type of promotion is essential to give 
dealers a ‘lift.’ It reaffirms the image 
of the company’s products in the 
minds of the motoring public and gives He 
the sales force ‘something to talk For the smallest to the largest pumping in- 
about.’ ” stallations, only Franklin’s rating range of 


Several Pure Oil campaigns are horsepower is adequate to power pumps 
now reaching their peaks. Among them with precise matching of power requirements ! 1/3 
is the all-out push for the new Golden- to pumping capacity. B turo 

; , é UGH 

Grease. This campaign has introduced 5 
several new merchandising angles such HORSEPOWER 
as banners inside the lube bay, trian- EB | f: E f ry ° C I 
gular banners atop a 120-lb. drum, and aav ectuc Oe AMC. 


decorated fender covers. BLUFFTON, INDIANA 


Billboards associate motor oil with rugged police-car usage 
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Stations 


Service-Station Building Permits: Jan.—April 


(Valuation in $000) (Valuation in $000) 
January February March 
State No. Val. No. Val. No. Val. 


Virginia i 15 7 90 16 324 
West Virginia. .. ~ 1 16 3 78 


East South Central 24 269 «27 566 
ee 10 73 10 
Kentucky 2 1 oo _ 
Ee 105 
Tennessee..... 91 


January February March 


State No. Val. No. Val. No. 


New England $166 20 $257 
Connecticut............ 43 72 
M 20 

126 


6 1 
Massachusetts......... 92 9 
New Hampshire 2 -— 
Rhode Island 2 
Vermont 2 

83 


| Nworun 8s 


Middle Atlantic 
New Jersey 6 17 West South Central....... 
New York re 35 Arkansas 
Pennsylvania. ... a 2 Louisiana 
Oklahoma 
Texas... 


1,157 


Mountain 
Arizona 
Colorado 
Idaho. . 
Montana 


Nevada. 
West North Central New Mexico 


ERR ere 6 8 Utah.... 
Wyoming 
Pacific. ... 2,446 
California 112 1,397 99 1,236 1,901 1,360 
Oregon 12 204 14 247 246 413 
Washington Rr ee 13 181 16 299 299 345 
cy Ciwascetnasnes . 629 8,145 666 8,559 721 12,223 850 11,672 


Building permits are issued for all types of construction—remodeling, additions, repairs 
etc.—and should not be construed as a only new stations. No adjustment has 
been made for lapsed permits nor for time lags between issuance and the time of con- 
— The report covers areas representing 80% of the nation’s 1950 nonfarm pop- 
ulation. 

Note: Building permits for Oct.-Dec. 1959 appeared in the April NPN, 9152. 

Source: Construction Statistics Office, Bureau of the Census. 


Nebraska. . 
North Dakota 
South Dakota 


South Atlantic........... 
Delaware 
Washington, D.C....... 
Se ccvere<sexhncenn 


North Carolina 
South Carolina 


Nw 
Qe oe Wer +3 





A FULL YEAR GUARANTEE 


ON MCDONALD'S SAFE-T-MATIC NOZZLE 


McDonald’s confidence in the new Safe-T-Matic 
nozzle has prompted a full year’s unconditional 
guarantee on the nozzle mechanism. And, any- 


The new Safe-T-Matic works on pressure, not 
vacuum. This means gasoline flows through noz- 
zle without picking up vapor, without foaming or 
frothing. The Safe-T-Matic fills the tank full 


time after the first year, McDonald will recondi- 
tion the Safe-T-Matic for $12.50 and issue an 
additional 6-month guarantee. 


DURABILITY PROVED BY UNDERWRITERS TESTS 


Performed successfully after 100,000 cycles of use . . . equivalent 
of five years’ operation. 

Withstood ten, six-foot drop tests without damage. 

Withstood a pressure test of 300 psi without leaking. 

Withstood high temperature tests — operated normally after three 
days of handling 120°F test fluids ... and one week of handling 
— 58°F test fluids. 

Assure yourself of a good buy. Buy a nozzle with assured perfor- 
mance. .. the McDonald Safe-T-Matic. It’s guaranteed. 


everytime, automatically. No need to take the 
time to top the tank. A control on the nozzle han- 
dle can be adjusted for three rates of gas flow. 


a.Y. MEDONALD mes. co. 


Dept. NPN-860, I2th and Pine 


DUBUQUE, IOWA 


Z CENTURY 5 


Aemce d 
beMDonald d 
‘ ey venus Vj f 


NATIONAL PETROLEUM NEWS °* August, 1960 





SWEETEST Jam 
You Evér 


As 


WILL BE THE TRAFFIC CREATED FOR YOUR DEALERS BY % 


bo 


THE BIG NEW DELCO BATTERY CONSUMER CONTEST! 


It happens in September and October . . . be sure your dealers are ready for 
it now! It’s the huge Delco Battery Hollywood TV Contest, backed by the biggest 
advertising and promotional budget ever put behind a two-month special 


battery promotion. 


Fabulous prizes for consumers will build dealer traffic... because every con- 
testant must have his battery checked to enter. And remember, it’s a proven 


fact that for every ten batteries checked, there’s a battery sold. 


Be sure your dealers have Contest Entry Blanks and the colorful Window 
Poster that ties in directly with this big new national promotion . . . and are 


well stocked with Delco Dry Charge Batteries to reap the top profits. 





FACTS ABOUT DELCO BATTERY HOLLYWOOD TV CONTEST 





* *& * CONSUMER PRIZES x x x 


GRAND PRIZES 


Expense-paid trip for two to Hollywood ; winners appear 
on one of Delco’s two new TV shows; 7 days for two 
in Hollywood luxury hotel; night on the town with TV 
stars—PLUS $2,000.00 CASH! 





110 ADDITIONAL CASH PRIZES 
second prize MW third prize 
6 winners e| winners 
$1,000.00 cash each! 8500.00 cash each! 


OO 


$100.00 cash each! 
> > a> ab ab ae ae ab ae ae ae ae ab ae ae 4 





DEALER 


Battery dealers who validate entries (after 


battery check) of the two Grand Prize 


PRIZES 


winners each receive $2,000.00 in cash. 


> ae ae ae ae ae ae ae ae ae ae ae ae aes 


easy to 
enter 


Contestant completes jingle on entry 
blank, which dealer validates after 
battery check. This battery check 
opens way to sale of new battery, 
other TBA and service items, builds 
profitable extra traffic! 





HEAVY 
PROMOTION 


Contest advertised in LIFE, LOOK, 
THE SATURDAY EVENING POST, 
MECHANIX ILLUSTRATED, POPU- 
LAR MECHANICS, POPULAR SCI- 
ENCE, EBONY. Will reach 36,600,000 
readers during September. Will be 
viewed in October by 62,000,000 on 
national TV. Local outdoor posters 
and local television across the coun- 
try, local dealer tie-in material. 





DELCO 


BATTERY 


DELCO 


BATTERY 


RB fe 


DELCO 


BATTERY 


KKK KKK KKK KKK KKK 


DELCO BATTERIES ARE ANOTHER RELIABLE GENERAL MOTORS PRODUCT... 
MANUFACTURED BY DELCO-REMY DIVISION, DISTRIBUTED NATIONALLY THROUGH 
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‘Lomorrow 


they go back to work 


for your dealers! 


if oil ratios are rising for some of 
your stations, these men may be re- 
sponsible! 


Recently more than 100 Fram field repre- 
sentatives had the kind of fun-filled outing 
shown here. 

The next day, however, they went back 
to work—for oil company dealers! 

Some of your company’s stations may 
have felt the weight of their work. If so, it 
might pay you to check the current oil ratios 
of those stations. Chances are they’re on 
the rise! 

This figures. When the smart station 
operator replaces an oil filter he always 
changes the motor oil, too. 

So, when Fram field men demonstrate 
the facts on dirty oil and clogged filters to 
station personnel, filter sales rise. And when 
filter sales rise, oil-change volume invariably 
gets a boost! 

It’s as simple as that. But it’s no accident... 

First: the Fram brand offers volume de- 
mand. Research shows that the Fram name 


ranks first with the nation’s motorists...and 
that Fram is sold by more service dealers 
than any other brand. 

Second: only Fram dealers have the full 
benefits of FRAMARKETING*, the in- 
dustry’s most complete filter marketing 
service. 

This service includes a large fleet of 
mobile laboratories for field filter training 

. units than can cover hundreds of oil 
company stations in short order. 

It includes a steady flow of unique, fully- 
tested promotional programs to build sta- 
tion traffic and boost profits on oil, filters, 
other under-the-hoods sales. 

It includes ingenious sales tools . . . prac- 
tical displays . . . and the backing of the 
most dramatic continuous filter advertising 
program in the industry. 

Why not give all your dealers the bene- 
fits of FRAMARKETING* officially .. . 
through your own organization? For details 
phone or write National Accounts Division, 
FRAM CORPORATION, Providence, R. I. 
GEneva 4-7000. 


S¢FRAMARKETING. . . the automotive industry’s most complete service 
for development of volume filter business . . . through research, train- 
ing, advertising, promotion, sales-aids and personal field assistance. 
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The newest and most practical design 


€s = 
= RED JACKET 


petroleum 
pumping 
equipment 


of Petroleum Pumps 


Red Jacket “IN-LINE” Pumps have both the 
pump and motor right in the piping to simplify 
installation and cut maintenance costs, as well as 
save space. They increase loading rate for both 
new and existing installations. 

“IN-LINE” pumps simplify installation—no 
expensive concrete base is required, they install 
vertically or horizontally to easily adapt to special 
situations, no pump house is needed to protect 
them from the weather, and they require a min- 
imum of unions, ells, valves and nipples. Once in- 
stalled, they require practically no maintenance 
because the pump and motor are lubricated by 


the petroleum pumped and there’s no flexible 
coupling or shaft seal to require servicing. Pump 
and motor are also protected should a tank run 
dry—when there is no product to pump, the motor 
stops automatically. All models are listed by Under- 
writers’ Laboratories, Inc. under their re-examina- 
tion service. 

Five models of ‘““IN-LINE” pumps include 1, 
1%, 2, 3 and 5 HP sizes with capacities from 70 
to 260 gallons per minute. Get complete informa- 
tion on the model that fits your needs best— 
contact your nearest Red Jacket Representative 
or write directly to the factory. 


CONTACT YOUR NEAREST RED JACKET REPRESENTATIVE FOR COMPLETE INFORMATION 


Robert B. Cox, 12133 Coyle Ave., Detroit 27, Mich. « R. M. ‘‘Mac’’ Crowder, 5719 W. Hanover St., Dallas, Tex. * Henry D. Fairlie, 15 West 44th Street, 
New York 36, N. Y. » R. L. Faubion, Sr., 2525 S. W. Blvd., Kansas City, Mo. » Joe R. Mooney, 3162 Chartres St., New Orleans 17, La. « R. E. Sanderson, 
221 11th St., San Francisco 3, Calif. « A. R. Sedgebeer, 2711 So. Hill St., Los Angeles, Calif. « A. L. Sobey, 624 So. Michigan Ave., Chicago 5, Illinois 
© Gardner Udell, 3820 N. College Ave., Indianapolis 5, Ind. « Lee Vaughan, 3111 N. 34th Place, Phoenix, Ariz. © C.E. ‘Red’ Weaver, 4223 
Cincinnati-Brookville Road, Hamilton, Ohio « John F. Young, 235-37 Spahr St., Pittsburgh 32, Penna. « E. “‘Al’’ Zahl, 1516 So. 5th St., Minneapolis, Minn, 


PE-239-R 


RED JACKET MANUFACTURING COMPANY 


Petroleum Equipment Division » Box 270, Davenport, lowa 
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Jobber Profits: Are You in the Same Boat? 


Are you wondering more these days how your jobbership is doing in 
relation to others? If so, here's the profit picture of 55 jobbers 


OBBERS throughout the country are showing 
more interest in finding out where they stand 
in relation to other jobbers. It’s easy to see why. 
Many are faced with price wars, short money sup- 
ply, credit problems, station expansion, rising costs. 
They want to know whether their own problems 
are somewhat special, or whether they’re in the 
same boat with most other jobbers. 

Compared with your sales, is your salary and 
company profit below par? Are you turning over 
assets fast enough to maximize your investment? 
How are your profits in relation to net worth? 

You can guide yourself in answering these ques- 
tions by looking over this recent survey of 55 
jobbers throughout the country. It was reported 
by W. C. Marquis, product-pricing manager of 
Standard Oil Co. (Indiana), at a meeting of the 
University of Nebraska management institute. 





Owners Remuneration as a 
Percentage of Sales 





% of 55 Jobbers 


fe om. 


12345 67 8 91011 1213 141516 
Owners’ Remuneration as a % of Total Sales 














Figure 1 shows owners’ remuneration as a per- 
centage of sales. Owners’ remuneration is the 
total of the owner’s salary and company profit after 
taxes. The majority of jobbers make from 2% to 
5% per dollar in sales. 

Figure 2 shows the turnover of assets to total 
sales. The largest percentage of jobbers turn over 
assets from three to seven times a year. The higher 
the turnover, without a decrease in sales value, the 
greater the return on money invested. 

Figure 3 shows the owner’s profit after taxes 
in relation to net worth or, in other words, to 
adjusted assets. It’s desirable to increase assets, in- 
crease sales, and increase profit. 

Figure 4 is a rating sheet you can fill in your- 
self. It will enable you to compare your own opera- 
tion in three key areas with the average of 55 
jobbers. " 





Assets Turnover 
(Total Sales — Net Worth) 


*%/, of 55 Jobbers 
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Owners Remuneration as a 
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Jobber Rating Sheet 


You fill in 
this column 


Average of 
1 INCOME — Margin 55 Jobbers 
Profits (after tax) 
Owners salaries 
a— Total remuneration 
b— Total sales 
c— Remuneration per $ sales 
(a/b) 


2 ASSETS — Assets-turnover 

a— Net worth 

b— Total sales 

c— Assets-turnover a 
(b/a) sea a ae 


3 REMUNERATION RATE 
Total remuneraton _ Remuneration _ Total sales _ 
Net worth Total sales Net worth — 


eL_]xx_] = [ 
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killing chuck holes...tires made with TYREX cord insured maximum safety and comfort under the 
toughest driving conditions possible. But, even these tests didn’t impress the automotive engineers. Their 
decision was based on the cold facts of their own independent testing. These tests proved that tires with 
TYREX cord contributed measurably to the ride characteristics of their new cars. This was and is their 


principal concern—that the tires become a part of—and complement the chassis and suspension systems that 
have literally cost them millions of dollars to develop. 


Tested at speeds up to 128 miles per hour...in sizzling 110° heat... over tire- 


THESE ARE THE FACTS! — NOT CLAIMS! Tires made with TYREX tire cord: 


Give up to 17% more mileage. Give more resistance to impacts. Run 3% cooler at turnpike speeds. Give a 
smoother, quieter ride. So, for safety, for smoothness, for your customer satisfaction, recommend tires 
made with TYREX cord! TYREX INC., Empire State Bldg., 
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first thing 
American car maker 
‘on his new cars: tires 


with TYREX tire cord. 


(Not just once, but in 1959, 1960—and again on every make of 1963 car) 


TVREXK wi ou 


arn and cord. TYREX tire yarn and cord is also produced and available in Canada. 
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THE STRONGEST 


ADJUSTABLE POLE FITTER 
ON THE MARKET! 





Now the Industries most beautiful 


V-Lites are completely versatile! 


Adjust easily to any required angle 


FlslewAe) a aelelelelae 


STRONGEST BY FAR to avoid 


bracket failures. 
Priced competitively. 


Buy the best and STRONGEST 
Buy Petelco! 


Elim me ll-}-4e-lasme) me Zele arte Ldlelamceler ha 
Petelco Engineers will return your free, custom 
designed lighting plan within 48 hours! 


ETELCO ... 


1334 N. Kostner Ave., Chicago 51, Illinois 
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COMPACTN ESS — the new trend in modern design. In service station 


pumps, compactness means the new low Gilbarco “44”. A full 4 inches lower than any 
other make, the “44” gives the pump island — your sales counter — new point-of-pur- 
chase impact. Models for every need, all with driver’s-eye-level dials. For more in- 
formation on these new models, write for the illustrated brochure. GILBERT & BARKER 
MANUFACTURING COMPANY, West Springfield, Massachusetts, and Toronto, Canada. 


The world’s finest petroleum handling and 
marketing equipment comes first from 





Service with a Style 


a profit-making idea 


for your Company 





APPROVED BY THE PROUD NAMES IN INDUSTRY 
“A 


He’s off to the job with high morale inspired by the 
smart, clean-cut appearance of his Riverside Masterbilt 
Uniform ...and that can mean more sales, more 
profits for you. 


Here’s a real man’s uniform—the quality uniform that 
proudly reflects your company while affording the 
economy of long-life, heavy-duty wear. 


Made of scientifically selected, longer wearing fabrics, 

designed for comfort and smart appearance, Riverside 

Masterbilt Uniforms have won approval of the proud 

names in industry, including leaders in Soft Drink, 

Petroleum, Automotive, Baking, Dairying, Packing and y = 
many other fields. 52 


Put Service with a Style to work for you. Write today for rR $ | 1) E 
complete information so that you can order your fall 


and winter Riverside Masterbilt Uniforms without delay. Business Uniforms 


RIVERSIDE MANUFACTURING CO., MOULTRIE, GEORGIA 


Makers of Fine Uniforms For Sales and Industrial Wear 
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CLEAN JET FUEL is essential to safe 
jet aircraft operation. Today, all aviation fuels 
in current service may be provided the ultimate 


protection against fuel contamination. The new 
Warner Lewis 2-stage separator/filter eliminates 
jet fuel contaminants — free 
water and dirt. This new equip- 
ment developed by Warner | 
Lewis Company, pioneer manu- 
facturer of separator and filter 


WARNER 
LEWIS 
Company 


BOX 3096 © TULSA, OKLAHOMA 


equipment for aviation refueling, delivers the 
cleanest fuel ever demanded by commercial or 
military aircraft. A Silent Servant of Safety, this 
equipment is installed at the fixed facilities and 
on refueler trucks and hydrant carts serving most 
of the world’s major airports. It is approved and 
in production for the U. S. Air 
Force under recent contracts. 
For further information, write 
Aviation Products Division, 
Warner Lewis Company. 


AVANT 
s* °, 


¢ ‘ 
"evant © 


DIVISION OF 
IN CANADA: 


CORPORATION 
CANADA, LTD., STRATFORD, ONTARIO 
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How an Annual Rebate Plan Can 


Simon Oil Co. has found out you have fo sell a rebate plan all year 
to keep dealers interested in pushing TBA sales into higher brackets 


BA SALES VOLUME of Simon Oil Co., Gulf 
jobber of Niagara Falls, N.Y., has more 
than tripled in the six years its rebate plan has 
been in effect. Volume is now running about 
$170,000 annually. 
That’s not to say the fast rise in TBA is due to 
the rebate plan alone. But it’s the mainspring of 
an all-around campaign for more TBA business. 


How the Rebate Plan Works 


Simon Oil’s cash bonuses to dealers are based 
on total annual TBA purchases. 

This idea is not new. Oil-company lawyers 
shudder at the word “rebate,” so those oil com- 
panies that give them prefer to call them bonuses. 
Tire companies have long given an annual volume 
bonus to big dealers, usually at the level of 
$100,000 or more. In addition, all dealers, includ- 
ing service-station, buy tires under a discount 
schedule graded on annual volume. 

The First Rebates—Strangely enough the low 
level of tire volume among the Simon dealers sim- 
plified one phase of the problem. Tire discounts 
for all Simon dealers were in the lowest bracket. 
From that starting point they readily accepted an 
all-TBA annual rebate in place of Gulf’s sliding 
scale of tire discounts. 

That’s important because you might find it costly, 
as dealer volume goes up, to offer both a larger 
tire discount and an annual bonus as well. The safe 
way is to freeze the tire discounts and let the all- 
TBA rebates provide the whole incentive. 

For his first attempt, vice president Mort Dimet 
set up a rebate schedule like this: 


“er total TBA purchases of: The rebate was: 


The rebates were paid for total purchases for 
the full 12 months of the year. At the close of the 
year, Dimet personally delivered the checks to each 
dealer. Because the plan was new and he wanted 
as many dealers as possible to get some kind of a 
rebate, he gave checks to a few dealers who wound 
up the year just a little shy of hitting a discount 
bracket. 


By FRANK C. STURTEVANT 
TBA Editor 


Some changes have been made since then. Since 
December is a low month anyway, the books are 
now closed on rebates at the end of eleven months. 
Now the checks are handed out at a mid-December 
meeting. Everybody knows the rules now, so checks 
only go to those who’ve fully earned them. 


December Payoff—Closing the rebate books at 
the end of November puts the payoff into the 
Christmas season. Dealers are frequently reminded 
that checks will be in their hands in plenty of time 
for holiday purposes. 

Annual Meeting—The idea of holding a meeting 
for handing out rebate checks was an experiment. 
As it turned out, it’s a method that has a lot to do 
with the success of the whole rebate plan. The 
impact on the dealers comes from the immediate 
and pointed contrast between the amount of each 
dealer’s check and the amounts earned by his 
fellow dealers. 


As Mort Dimet hands out the checks, he an- 
nounces each dealer’s name and the amount of his 
rebate. He starts with the smaller, $20 checks and 
builds up to a climax for the top man. Last year 
the largest check was $821, the second-largest $683. 


Since Dimet is in close touch with all dealers, 
he’s able to make appropriate comments on each 
rebate. He can make a comparison with previous 
years, take notice of newcomers, and drop a word 
of praise at the right spot. 

In other words, he makes a production out of it, 
especially for the big-figure rebates. And when he 
gets to the top man, with the biggest check of all, 
he gives him the tribute due a leader. 

Spirit of Rivalry—After the checks are passed 
out, Dimet pays close attention to dealer comments. 
When asked (as he always is) how a certain dealer 
earned such a big rebate, he’s ready with a fast 
answer. He can point to more persistent advertising, 
to more effective display, to all-out participation in 
seasonal drives, or to whatever may account for the 
dealer’s higher volume. 


In that way he can drive home many an object 
lesson. For in back of all the bantering that goes on, 
there’s some serious rivalry. It’s only human for any 
dealer to believe that he should have beaten some 
or all of the dealers who surpassed him. So he goes 
away resolved to draw bigger checks next year. 


Jogging—Midyear is the time to remind dealers 
about the rebate program by telling each man where 
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Boost TBA Sales 


he stands for the year to date. From that point on, 
references to the TBA rebate are increasingly fre- 
quent. Most of the propaganda is carried on by a 
two-man team known as “Mort and Ange.” Ange 
is Angelo Mazzei, warehouse supervisor. 

The two men talk up the rebates on the tele- 
phone and in TBA bulletins. The bulletins go out 
whenever there’s a seasonal promotion. They're 
hand-written messages run off on the office dup- 
licator, always over the signature “Mort and Ange.” 

In the fall, special bulletins go out giving the 
standing of a dozen or so of the leading dealers. 
In November dealers are reminded that time is al- 
most up and urged to get their orders in before the 
last-minute rush. The last day of the month always F 
brings some frantic phone orders from dealers who a ae 


see a chance to make the next-highest rebate 

bracket. TBA manager Mort Dimet believes strongly in visiting dealers 
ss : . twice a week. Or he phones, even from home in th yeni 

Tough Converts—Here’s an example of the pull- , it 


ing power of the rebate plan. A few years ago 
Simon Oil signed up a station run by two partners. . 
The other half of Simon Oil’s TBA team is ‘Ange’ Mazzei (on 


It was a private-brand outlet, strong for price : 
- pe ladder). H ack: assortments Hy bri d i 
appeal, with high gallonage and little or no TBA. SE DONE, ; RAN. SUE: NN oe 


Its TBA ratio ran around $2 to $3 per 1,000 
gal., but the partners were satisfied. At first they 
sort of high-hatted Simon Oil’s rebate plan, but 
apparently they couldn’t stand it to see other deal- 
ers drawing down rebate checks. 

Without saying anything about it they began 
showing up more often on Simon Oil’s order books, 
and before long their TBA ratio was up to $10. 
That’s still only a fraction of what a good dealer 
should do, but now they can expect at least a 
small rebate check. 


it @ i 


8 


More Warehouse Pickups 


You might not think it, but dealers who are 
working toward a big total of TBA purchases will 
come to the warehouse with many of their orders. 
They want to concentrate their business in one 
place, so they don’t buy from others even if they 
can get rush delivery. 

As a result, dealers now pick up a healthy 40% 
to 50% of Simon Oil’s TBA volume. The increase 
in pickups began immediately after the rebate plan 
went into effect. Nor does distance seem to deter 
them when they’re after that rebate money. One 
dealer comes in often from 20 miles away. oon bo 

In addition Mort and Ange try to make the aun Puree — 
delivery system more efficient by shooting for - : 


a =a 
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Much of Simon Oil’s TBA volume is picked up by dealers 


larger accessory orders. They do it by offering a 
variety of accessory assortments designed to re- 
stock a dealer on a particular item. 

They started the idea mostly as a convenience in 
phone solicitation. Most dealers can tell you pretty 
quickiy how they stand on tires and batteries, but 
it isn’t too practical to run down the whole TBA 
line. There are just too many sizes and styles in 
each category. So they tried a short cut in the 
form of stockup assortments. 

The theory of the stockup assortments is that 
if a dealer finds he’s low on a popular size of any 
accessory, say battery cables or fan belts, it won’t 
be too long before he’s low on other sizes. In the 
warehouse, Ange watches the orders closely and 
knows just about how many of each accessory a 
station should stock. 

Based on his observation, he and Mort work out 
a package deal, put a package price on it, and 
plug it by phone. They call their accessory pack- 
ages “Ange Specials.” Dealers have come to recog- 
nize the term and readily buy the Ange Special 
when it’s suggested. 


New Annual Goals 


As annual sales of dealers get higher, the rebate 
brackets have to be revised. Otherwise your best 
dealers would work out of the top brackets and 
have no incentive for pushing up to higher levels. 

You also have to keep an eye on total cost, 
which should not run over 2% to 3% of sales. 
You can’t avoid some gamble, of course. When 
Mort Dimet set up last year’s program, he esti- 
mated total cost for rebates at about $3,000. But 
the dealers fooled him and earned almost $3,900. 
Fortunately his father, president Simon Dimet, 
leans to the liberal side in helping his dealers. 

You can see the effect of expanding sales by 
comparing the first year’s rebate brackets, given 
above, with the brackets for this year: 


Dealer Frank DeRubes uses catchy window signs for tires 


For total TBA purchases of: rebate is: 
$2,000 1% 
$4,000 .. 2% 
$6,000 3% 
$8,000 i. 4% 
$10,000 5% 
$13,000 ba 6% 

Only four rebate brackets were needed the first 
year. Now there are six. The top bracket was 
$5,000 — now it’s $13,000. The upward trend 
should continue, but Dimet thinks he can get 
along eventually with fewer levels, more widely 
separated. 


Simon Oil’'s All-Around Campaign 


Simon Oil’s other efforts to build TBA sales 
are similar to those often employed by other oil 
marketers. 

e At the start of each year, Simon Oil pushes 
a spring-dating offer, not just for tires but for the 
full TBA line. 

e@ Seasonal deals on specific TBA items get 
advance promotion. These may involve premiums 
offered by TBA manufacturers through Gulf, spe- 
cial price offers originating with Gulf, or mer- 
chandise combinations devised by Simon Oil. 

e Tire-price changes, or seasonal special offers, 
are spelled out for dealers in terms of dollars per 
tire rather than expressed in percentages only. 

@ Dealers usually get a personal visit twice a 
week, or if not, a telephone call just for the pur- 
pose of checking on TBA needs. These telephone 
“visits” have been very successful. Mort Dimet 
is a strong believer in them. If he misses a dealer 
during the day, he tries again from his home in 
the evening. 

e@ There are frequent dealer TBA meetings. 
They average about five or six a year, in addition 
to the area-wide Gulf dealer meetings held in the 
spring and fall. & 
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HOTTEST PROFIT TUNE coast-to-coast when it’s 
sung by the GLOBE-UNION “chorus” 


aanane 


Marketers can service every battery request with 
Globe-Union’s complete size/capacity line. The full 
line offers unlimited sales potential ...as well as the 
opportunity to influence customers and win friends. 

It includes every Globe-pioneered battery develop- 
ment: advanced styling and eye-appealing colors per- 
mit personalized, distinctive trademarks for greater 
merchandising allure; one-piece cover and thin-wall 
plastic case afford almost 100% more resistance to 
impact, plus 21% extra acid capacity; creative pack- 
aging of dry-charged batteries assures swift, safe point- 
of-sale activation with factory-fresh power. For further 
details on the talented Globe “chorus,” write today. 


...or by the M.O.S.T. System Quartet 


Maximum Opportunity for Sales and Turngyer! You 
carry only 4 battery sizes, yet serve the needs of all 
customers. The M.O.S.T. system is a fast-pace plan that 
keeps your battery inventory at a minimum. Turnover 
is rapid, inventory investment lower, profit higher. Get 
complete facts and figures on the M.O.S.T. system by 
writing Globe-Union now. Ask for bulletin G-100. 


Trouble-free installation! SURE- ro ‘ Fast, low-cost delivery from 15 apratepicalty located 
LOK* channels, plus SURE-GRIP* 4 : plants (14° producing dry-charged batteries). 
Hold-Downs in battery’s GRIP- n 
~ ria al * " 

RIDGE*, fit any M.O.S.T. battery eATLANTA Oh. SOAUAS, TEL. oti 4 RR 
- . . Pi lA AN > sg 

any size battery cz r— : ; ’ ; 
wig : ily ef ry ee ed > N.Y., *HOUSTON, TEX., *LOS ANGELES, {\ e7 
SOUCY, TIgialy. oS Unique Cesign CALIF., *LOUISVILLE, KY., *MEDFORD, 
is far superior to original equip- MASS.. *MEMPHIS, TENN., *MILWAU- . 
ment. And unitized-cover cases give : KEE, WIS., OREGON CITY, ORE., e 


broader power range. *PHILADELPHIA, PA., *REIDSVILLE, N.C., 
*Pat. No. 182109 *SAN JOSE, CALIF., and *TAMPA, FLA 


SPINNING Powe, 


«Gt» GLOBE-UNION INC. 


sruunsucono stantin® MILWAUKEE 1, WISCONSIN 
If it's Petroleum-powered there's a GLOBE-BUILT BATTERY right from the start! 
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Two TBA Profit Boosters 


In an analysis of station display and management trends, specialists 
at the eastern TBA meeting described these ways to help TBA sales: 


e Outdoor 
Display: 
A Must 
for Tires 


Hennessy 


. 2 iapeys TIRE displayed outside the station turns 

at least four times a year,” said Jim Hen- 
nessy, of the Jack P. Hennessy Sales Co., at the 
eastern TBA conference in Skytop, Pa. “That’s an 
old adage in the tire industry,” he explained. “So, 
if you have 100 tires displayed, they will turn four 
times for 400 tires a year.” 

Hennessy showed slides of outdoor tire racks 
installed in typical service stations. “We have 
dealer after dealer who has actually doubled and 
redoubled his tire business along with substantial 
increases in gallonage and other TBA products.” 

Picking a typical example, Hennessy quoted the 
record of a South Bend, Ind., dealer. His volume 
went from 273,000 gal. of gasoline and 250 tires 
in 1957 to 600,000 gal. and 1,000 tires in 1959. 

Supermarkets, operating entirely from open dis- 
plays of goods, have strongly influenced the sudden 
rise in the ’50s of outdoor tire displays at service 
stations, Hennessy believes. 

He suggests that the public has now come to 
associate any generous display of merchandise 
with an easy-to-purchase atmosphere, which is a 
cornerstone of supermarket success. 

By way of proof of his claims for large outdoor 
displays, Hennessy cited several major oil com- 
panies that have sponsored outdoor tire racks 
among their dealers. In all cases, he said, large 
sales increases have followed the appearance of 
the racks. 


A member of the audience, questioned by Hen- 
nessy, confirmed that his company is well on its 
way to doubling its tire sales this year. He agreed 
that a program of adding outdoor tire displays at 
stations has been a big factor in attaining the goal. 

“Management can be sold on this easy-to- 
purchase atmosphere,” Hennessy claims. “For a 
very small investment these displays will create 
new, roomy stores out of thousands of older-type 
stations. And the increase in volume and profits 
will make successful retailers out of the one-out- 
of-four dealers who fail each year.” . 


e Stock 


Control: 
Vital 
to Sales 


Brown 


‘5 big problem is to convince more sta- 
tion operators of the importance of keep- 
ing accurate records and using an inventory-control 
system,” said U. C. Brown, manager of Firestone’s 
petroleum-company sales department. 

Brown pointed out that retailing profit depends 
on having the right goods on hand at the right 
time. Every retailer must know where he stands 
from day to day, he said. He suggested that oil 
companies offer their dealers a stock-control sys- 
tem as well as an accounting system. 

Brown mentioned his own company’s early ef- 
forts 19 years ago to prepare a simplified inventory 
guide for service-station dealers. It was a four- 
page folder with only a limited line of tires, bat- 
teries, and accessories. “After spending many 
thousands of dollars,” said Brown, “we now pro- 
vide an inventory-guide program for service sta- 
tions that we believe is almost perfect. It’s a must 
for any dealer who wants to be really successful 
in selling TBA.” 

There’s plenty of business available for the 
dealer who’s ready for it, said Brown. “National 
averages show that a 10,000-gal. per month sta- 
tion makes a profit of $213.50 from TBA sales 
of $712.30. 

“For larger stations pumping 25,000 gal. a 
month, profit from TBA goes up to $533.75 per 
month from sales of $1,780.75. 

“Studies by our marketing-research department 
indicate that 35% of all replacement passenger 
tires, as well as 25% of all truck and tractor tires, 
are sold through service stations. 

“On batteries the figure is 35%. We also esti- 
mate that the average service station carrying 
passenger tires in 1959 sold 170 of them. 

“Car owners spend over $6-billion annually for 
TBA merchandise and service, so the potential is 
tremendous,” Brown pointed out. “These facts 
should provide a stimulus for dealers to work 
aggressively to get not just their share but the 
lion’s share of the TBA market.” . 
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Amoco'520 Series additives inhibit copper contamination of 
gasoline and thereby extend its storage life. While performing 
this product-improving function, these additives provide an 
additional two-way benefit. They reduce the amount of anti- 
oxidant needed and by doing this, they lower treatings costs— 
in some cases by more than 35%. 


Amoco 520 Series Metal Deactivators are solutions 

of N,N’-disalicylidene propylenediamine in xylene. Three 
concentrations are available. In addition to their use in automotive 
gasoline, they are recommended for kerosene, jet fuel, diesel 
fuel and home heating oil applications. 


Experienced petroleum additive specialists from Amoco are 
ready to help you with your distillate fuel treating program. 
Your request for additional information about AMOco Metal 
Deactivators or for technical assistance will receive 
immediate attention. 


CHEMICALS 


AMOCO CHEMICALS CORPORATION 
910 South Michigan Avenue, Chicago 80, Illinois 





Tires—Batteries—Accessories 


Can FTC Scuttle Oil TBA? 


® A ruling that would bar the sale of TBA products by the oil 
industry is being sought by Federal Trade Commission lawyers 





@ In their role as prosecutors, FTC lawyers have transformed the 
so-called commission-override case into a TBA-divorcement case 


© If the commission ordered TBA divorcement, the ruling would stand 
a poor chance of weathering the court battle sure to follow 


i eee IMPORTANT than evidence, “the spirit of 
the antitrust laws,” as invoked by the Federal 
Trade Commission staff, is the key factor in the 
outcome of the case against three oil and three 
rubber companies. The staff thinks FTC’s only 
adequate solution is to go beyond the original ob- 
jectives of the case and lay down a broad rule 
putting an end to all kinds of TBA selling by oil 
companies. 


The particular charges now up on appeal before 
the full commission allege coercion of dealers by 
Texaco, Atlantic, and Shell as an outgrowth of 
their several TBA contracts with B. F. Goodrich, 
Goodyear, and Firestone. These contracts are all 
of the commission-override type, of which there 
are many in the oil industry. (For a full list, see 
NPN—Oct. ’59, p163.) 

But what began as a move to outlaw the com- 
mission-override method of TBA marketing in- 
evitably had to break over into the general area of 
all oil-industry TBA marketing. For the real target 
of the FTC complaint is not the legal import of 
the commission-override contracts—it’s the suc- 
cess the oil and rubber companies have had in 
selling TBA to service stations. 


Proof of Success—FTC started out to show that 
the oil-company participants in the commission- 
override programs are able to swing a lot of TBA 
business to designated rubber companies by hold- 
ing the threat of lease cancellation over their deal- 
ers’ heads. 

Evidence of coercion was pretty shaky. But it 
became clear, from the testimony of frustrated 
automotive-parts jobbers, that all oil companies 
give them trouble. There was nothing to show 
that a commission-override program gave an oil 
company any special advantage in competing for 
the dealer-TBA business. 

That left the FTC staff with no choice but to 
turn what was an override-commission case into a 
broad TBA-divorcement case. 

Station Leases Are Universal—Since the success 
of oil-company competition on the TBA front is 
now said to be the fruit of landlord status rather 
than commission-override status, there’s no fur- 
ther point in singling out Atlantic, Texaco, and 


Shell—or any others with similar programs. As 
service-station lessors they're no different from oil 
companies with buy-and-sell programs. All own 
stations and have the ability to cancel leases. 


The argument now is that lease-cancelling ability 
automatically creates a state of unfair competition. 
In the words of FTC lawyer Frederic T. Suss, 
“ . . A suggestion or recommendation . . . is 
coercion” when it comes from the station owners. 


Divorcement Outlook—Should the commission- 
ers rule that oil and TBA must not mix, they'll 
do it mostly to save face. They know that such a 
rule, if issued, will wind up in the federal courts, 
where it’s not likely to stand up. But the commis- 
sion has been criticized in Congress for a seeming 
lack of effective action. 


If some rule adverse to TBA selling by oil mar- 
keters does emerge, the outlook is for another two 
or three years of court tests. When courts review 
the relatively casual process by which this case 
was developed they may declare the rule invalid 
for lack of proper foundation. 





Forms of Divorcement 


For over a decade critics of major oil companies, 
both within and without the industry, have agitated 
for divorcement: that is, forcible separation of re- 
finers from all retailing. 

Right now bills have been introduced in Congress, 
based on hearings before the Roosevelt subcommittee, 
that would compel refiners to terminate their station- 
leasing activities. That’s a form of partial divorce- 
ment. These measures have little chance of passage. 

Still another form of partial divorcement has been 
proposed to the Federal Trade Commission. It seeks 
to restrict the products oil companies may handle— 
but. there’s been no attempt to define just what comes 
under the heading of TBA. 

Concurrent action by the Roosevelt subcommittee 
and the Federal Trade Commission is no accident. 
Both are the result of pressure exerted jointly by 
groups of automotive-parts jobbers and petroleum 
retailers. The jobbers want the TBA field to them- 
selves; it’s not clear what the dealers want. 
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THE INDUSTRY’S GREATEST THREE - DAY 
SIGN AND MARKETING EVENT. MARK YOUR BUSI- 
NESS CALENDAR NOW. OCT. 25, 26. AND 27, 
KNOXVILLE AND GATLINBURG, TENNESSEE. ep ee 


Attendance by personal invitation to many of America’s leading marketing specialists. 


SiGNS 
oF 
SUCCESS 


pleasti-lime inc. 


Knoxville Tennessee 
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, EFFICIENT STORAGE 


is our 
usiness 





KUW STOKAGE 





























What’s more important to all 
petroleum marketers than efficient 
economical product storage? You will 
PROFIT by consulting Modern Weld- 

ing Company, whose long years experi- 
ence in individualizing proper equipment 
for specific needs is no farther than your 


MODERN WELDING COMPANY., Inc. 
1500 E. Twelfth St., Owensboro, Ky. 


Please mail me Gallonage Computor Chart free 
Have your sales representative call Oo 





Company. 





Owensboro, Kentucky 


Burlington, lowa © Houston, Texas 
Newark, Ohio ¢ Orlando, Florida 


Address 





| 
| 
I 
| 
| 
| 
] Name 
| 
| 
| 
| 
| 
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actually are, and less like manufac- No matter who makes the goods, 
turers only, as they are prone to re- any line that produces 25% of gross 
TBA gard themselves. is no longer a sideline. 
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How Important Is TBA Revenue? 


By FRANK C, STURTEVANT Product Share of Gross Profit Share of Gross Margin 
Sales Dollar per Sales Dollar Gross Profit 


You can’t consider it a Gasoline 72¢ 12.25¢ 57% 17% 


Ay: th po . TBA 17¢ 5.5¢ 25.5% 33% 
sideline when it's making Labor 6.5¢ 2.0¢ 9.3% 30% 


. Oil 4.5 1.75 8.19 
25% of your gross profit Total 100¢* o1.5¢" 99.9% 
A SIMPLIFIED ANALYSIS of the 
relationship between TBA sales and 
the other main classes of service-sta- 
tion business has been compiled by 
the Atlas Supply Co. The study is 
said to be based on figures supplied 
by a cross-section of typical stations 
in all parts of the country. Gross sales 
were in the range of $100,000 to 
$200,000 a year. 

A TBA ratio of $36 per 1,000 gal. 
of gasoline (retail) is about average 
performance for service stations, says 
Atlas. 

And the average station doing 
about 17,000 gal. a month will sell 
about $7,500 worth of TBA mer- 
chandise in a year, on which the gross 
profit will be $2,500. 

The TBA volume at the average 
station will break down this way: 

Tires $3,750 50% 

Batteries $1,125 15% 

Accessories $2,625 35% 
Total $7,500 

These figures are not greatly differ- 
ent from those reported from time to 
time by others, although one of the 
rubber companies uses a ratio some 
$10 per thousand gal. higher than the 
$36 shown here. The variation results 
from the difficulty in getting a truly 
representative cross-section of sta- 
tions. 

In the chart at the top of the page 
you can see how TBA stacks up with 
other sources of dealer revenue. 

Share of Gross—TBA contributes 
about a fourth of station gross profit, 
compared with a little better than 
half for gasoline. 

The gross margin on TBA averages 
33%, second after motor oil with a 
gross profit of 40%. 

The high profit on motor oil ex- 
plains in part why oil companies try 
so hard to promote more oil-change 
business. From the standpoint of 
dealer solvency, they ought to be do- 
ing as much for TBA. The business is 
there because motorists are already 
spending twice as much on TBA at 
outlets other than service stations. 

The Merchant Slant—The easy op- 
portunities in TBA, along with that 
25% of gross profit, cry for attention. 
The situation requires oil companies 
to think more like the merchants they 
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Take a Closer Look 
at Your OPPORTUNITIES 
In Special-Purpose Lubricants 


and Discover . 


What a difference the dag’® makes! 


For over fifty years, Acheson has pioneered the use of film-forming, 
colloidal solid additives in oils and greases intended for special- 
purpose applications. Beginning with the development of colloidal 
graphite by Dr. E. G. Acheson in 1906, ‘dag’ colloidal dispersions have 
gained ever widening acceptance and recognition as the “ultimate” 
in basic concentrates. ‘dag’ brand products are your assurance of 
dependable performance and economy in lubricants compounded for 
metalworking, metal casting, glass mold and other uses involving 
high temperatures and pressures. ¢ 
Write today for information on Acheson colloidal graphite, molybde- 
num disulfide and other dispersed solids. Discover for yourself what 
a difference the ‘dag’ makes! 


ACHESON Colloids Company 


PORT HURON, MICHIGAN 
A division of Acheson Industries, Inc. 
Also Acheson Industries (Europe) Ltd. and affiliates, London, England 


Offices in: Boston + Chicago « Cleveland » Dayton « Detroit» Los Angeles » New York 
Philadelphia « Pittsburgh * Rochester « St. Louis 
‘dag’ is a registered trademark of ACHESON Industries, Inc. 


GENTLEMEN: Please send me the literature checked below: 


[_] Bulletin 421 — For Assembly and Run-In Lubrication 
[_] Bulletin 424 — For Use In Industrial Lubricants 
{_] Products List 


name title 


[_] Please have your representative call 





address 





company 

















A sensing line with dead-man control provides automatic shutoff for Union Oil’s bottom loading of aircraft refuelers 


Airport Bottom Loading Zooms 


Bottom loading for aircraft refuelers is coming along with a rush. 
It may be adopted universally. Here are some reasons why 


HE AIRPORT is one place where oil companies 
feel they can afford the initial cost of bottom- 
loading equipment. There are two reasons: 

e Refuelers are virtually all single-compartment, 
and therefore each truck needs but one set of con- 
trols. 

e@ Trucks are company-owned, so there’s no 
need to maintain separate top-loading facilities to 
accommodate customer trucks not fitted for bottom- 
loading. 

With all loading at ground level, you have a 


fast but safe system that’s said to generate a mini- 
mum of static. Any help with static reduction is 
welcome because of the greater static buildup en- 
countered in handling kerosine for jet planes. 


Union Oil’s System 

Union Oil Co. of California has installed an 
airport bottom-loading system at three Western 
airports—Los Angeles, Salt Lake City, and Seattle. 
Union’s aircraft refuelers at these points use a 
Parker float valve inside the truck, connected to 
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Equipment 








TRUCK TANK 





FLOAT VALVE 


SENSING LINE 





AUTOMATIC SHUTOFF for Union Oil's 
bottom-loading system is provided by a float valve 
mounted inside the truck tank, coupled to a 

sensing line extending back to the 

flow-control valve at the loading position. 








DEAD-MAN 
CONTROL 





FLOW-CONTROL 
VALVE 


aia: ie, 


;_ a 








a Cla-Val flow-control valve at the loading posi- 
tion. 

The flow-control valve is a Clayton No. 403-AF5S. 
This is a diaphragm-operated unit, 3-in., flanged, 
with a sight indicator and a /2-in. sensing-line con- 
nection. 

The external portion of the sensing line, which 
leads from the flow-control valve to the truck, is 
an 8-ft. length of %4-in. neoprene hose. At the 
truck end the hose is fitted with one-half of a 
quick coupler. The mating half of the coupler is 
permanently mounted on the end of a copper tube 
which forms the internal sensing line. 

The internal sensing line, of /2-in. O.D. copper 
tubing, enters the truck by way of a %-in. steel 
coupling with flared fittings, welded into the tank 
wall. Inside the truck the line terminates in a Parker 
float valve mounted at the top of the tank com- 
partment. 

Trucks are loaded through an 8-ft. section of 
3-in. truck hose terminating in a Buckeye under- 
wing fueling nozzle. In loading position the nozzle 
is coupled to a 3-in. Buckeye adapter permanently 
mounted at the outer end of a 3-in. bottom-loading 
stub on the truck. 

Other truck modifications consist of two auto- 
matic, spring-loaded vents. 

The Loading Process—In this system, a “dead- 
man” control valve is incorporated. It’s mounted 
at the end of the sensing line at the point where 
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the sensing line is coupled to the flow-control valve. 
Opening this valve permits product to flow through 
the sensing line. The flow creates a pressure differ- 
ential in the main-valve cover chamber causing it 
to open. 

As long as the operator keeps his hand on the 
control-valve, product will continue to flow into 
the truck until it’s filled. When the level in the 
truck rises to the float, the float will close the 
sensing line, and pressure will again build up in 
the main valve, causing it to close. 


How It’s Working 


In actual operation the system has worked out 
well says Harold G. Cooper, Union Oil’s opera- 
tions head. He cites these benefits: 

“The system enables us to load without a meter; 
the truck doesn’t have to be empty when loading 
starts since shutoff is automatic; the operators work 
from the ground; a loading rack is unnecessary; 
the system creates a minimum of turbulence, re- 
ducing vapor loss; static generation is minimized; 
fire hazard is less because truck domes are not 
opened while filling; and the cost of the system 
is within reason.” 

Union is thinking about the use of automatic 
bottom loading on four-compartment trucks work- 
ing out of small marketing bulk plants. The sys- 
tem might well be practical where trucks are few 
and limited to a specific plant. * 
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PATENTS PENDING 
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and construction equipment, power boats, private aircraft, gasoline 
diesel engines specify WIX Products for Original Equipment. 


$0..what does this mean to VOU? 





ewoxO-MATIC 


A Scientific Selling Sys- 
tem, exclusive with WIX 
that takes all the “Hide- 
and-go-seek” out of Oil 
Filter Selling. It’s NOT an 
assortment! WIX-0- 
MATIC Guarantees 
Sales — gives you 
automatic Stock 
Control — affords 
instant Cartridge 
identification — 
eliminates losses 
from Obsolescence 
—provides Maximum Cov- 
erage with Minimum In- 
ventory—curbs hidden 
losses. WIX-0-MATIC Cab- 
inets and Wall Racks for 
Air and Oil Filter Car- 
tridges. Ask your jobber 
how you can get WIX-0- 
MATIC FREE! 





It means WIX gives you top quality 
products approved by the industry’s 
finest engineers... better Oil and Air 
Filter Cartridges for every car and 
truck you service. This includes 
Foreign Cars. Manufacturers and 
motorists alike select WIX on perform- 
ance and dependable quality. You'll 
find this premium quality is easier to 
sell—especially with the tools WIX 
gives you to help you sell it. 





Ask your jobber about WIX or 
write and we'll tell you how you, 
too, can sell more and make 
more with WIX. 


WIX CORPORATION 
GASTONIA, N.C. 


In Canada: Wix Corporation Ltd., Toronto 
in New Zealand: Wix Corporation New Zealand Ltd., Auckland 
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WHAT’S 
NEW 
IN 
EQUIPMENT 





Ignition instruments 


. of compact, portable design are in- 
tended for “while-you-wait” tests to help 
dealers increase tuneup business. The 
new line of Lincoln Quick-Check instru- 
ments includes a dwell tach, ignition 
tester, generator-regulator tester, and bat- 
tery loader and tester. According to man- 
ufacturer complete ignition tests can be 
run in 5 minutes or less. Lincoln Engi- 
neering Co., 4010 Goodfello Blvd., St. 
Louis 20, Mo. 


Differential tool 


. .. iS a special combination unit that can 
be quickly converted for use on either 
Corvair or Valiant differential filler-plugs 
by flipping the drive end from hex to 
socket. No. 199 is said to replace four 
other tools: socket, ratchet, Allen wrench, 
and extension. Price $2.75. Herbrand 
Div., Bingham-Herbrand Corp., Fremont, 
Ohio. 





Aluminum fittings 


. . . for welded joints are cast in Alumi- 
num 356-T6. Line is offered in six sizes 
from 2 to 8 in., and in four types: elbow, 
neck flanges, slip-on flanges, and blind 
flanges. Available from stock and said to 
be economically priced. Wheaton Brass 
Works, Springfield Rd., Union, N.J. 


Metering pump 


. is for slug-feeding precise quantities 
of additives in liquid or semi-liquid state. 
Capacity is infinitely adjustable from 0 
to 6.44 cc. Unit consists of solenoid-actu- 
ated pneumatic cylinder and pumping 
head. Airmatic Valve Inc., 7313 Associ- 
ate Ave., Cleveland 9, Ohio. 


Equipment 


Air suspension 


. for heavy-duty trucks has built-in 
sway control, eliminating independent 
sway bars. Simplified design also elim- 
inates radius, track, and torque rods; 
saves weight; makes parts interchange- 
able; needs no lubrication. Kenworth Mo- 
tor Truck Co., Seattle, Wash. 


Hand lamp 


. . for use in hazardous locations is 
made of nonsparking materials. It’s light 
weight (4% Ibs.), is said to be less than 
half the weight of previous lamps of its 
type. Pressure connector permits chang- 
ing cords without soldering. Crouse-Hinds 
Co., Syracuse 1, N.Y. 
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HOT WATER 


INSTANTLY with 


ASCOT 


WALL-MOUNTED, TANKLESS 
GAS HEATER 


e Cuts operating costs 
* Builds extra business 


7 x 

LOW _INSTAL- 

LATION COST 
One man can 


do it. 


SAFE — WAILL- 
MOUNTED — 
Fits anywhere, 
no platform 
needed. 








The ASCOT gives a constant flow 
of hot water instantly — as you 
need it, no wasteful tank storage. 
Saves floor space, can be wall 
mounted anywhere without rein- 
forcements or special platforms. 
You Save $75 to $100 on every job. 
You save again — every day in 
heating efficiency, low operating 
cost and long, long heater life. 


VWASCOT 


GAS WATER HEATERS, INC. 
222 W. Pittsburgh Ave., Milwaukee 4, Wis. 


SOUTHERN STATES: Seuthern Heater Co., 844 Baronne St., New Orleans 
PACIFIC COAST: Equipco Sales, Inc., 1238 N. W. Glisan St., Portland 


A Radiation Company with offices 
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BUILDS CUS- 
TOMER GOOD- 
witt. 


SPEEDS WASH- 
ING — cuts de- 
tergent costs. — 


WRITE 
FOR 





F 
BROCHURE 
in London, Sydney, Montreal and Milwaukee 





NEW JERSEY 








BRILLIANT “DAY-GLO” 


GAS PRICE SIGNS 


TELLS THE 


TAX 


STORY! 


LARGE SIZE: 
10” x 12” 





EMPRO PRODUCTS CO. 


357 McLean Bivd., Paterson, N. J. 


NEW YORK 














EDWARD JOY COMPANY 
905 Canal St., Syracuse, N. Y. 
COMPLETE OIL EQUIPMENT IN STOCK 
Buckeye Valves, Tokhelm Pumps, 
National Hose, ECO Tireflators 
Rectorseal Pipe Dope, Air Compressors 
Ever-Tite Quick Couplings, Pipe Fittings 








NORTH CAROLINA 


Grashoy" runes 


For every size consumer- 
commercial account. 
TURNER EQUIPMENT CO., 


600 N. James Street 
Goldsboro, NC 


OHIO 








EQUIPMENT SALES CO. 
164 E. Exchange St., Akron 4, Ohio 
Phone—Jeffersen 5-8215 
Factery Representative for 
Westinghouse, O.P.W., Lincoin 
Neptune, Huffman, Goodrich, 

Air, Oil, H draulic and Gas’ 

Hese and oupling Serv 
SALES—PARTS ENGINEERING SERVICE 








PENNSYLVANIA 





E. O. HABHEGGER CO. 


24th & Fairmount Aves. 
PHILADELPHIA 30, PA. 
Engineering & Equipment 
BULK TERMINALS TRUCKS 
SERVICE STATIONS 
Member NAOEJ 











Oil Marketing 
Equipment Jobbers 
This Is Your Market Place! 


Write today for Advertising 
Space Rates 


NATIONAL PETROLEUM NEWS 


330 West 42nd St. 
New York 36, N. Y. 
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Centering guide 


. is an aid for centering manholes 
around station fillpipes so that caps and 
tight-fill elbows can be snapped on and 
off without interference. Die-cut sections 
of corrugated board are punched out by 
hand to correct size. OPW Corp., 2735 
Colerain Ave., Cincinnati 25, Ohio. 


Plastic faucet 


. for 2-in. drum openings is claimed to 
empty a 55-gal. drum in a little over two 
minutes. Half-turn of handle gives in- 
stant flow. Patented vertical ribs inside 
spout prevent dribble or spit. Multi-Me- 
ter Corp., 1635 Coining Dr., P.O. Box 
6594, Toledo 12, Ohio. 


Fuel-oil nozzle 


. is a new version of the OPW No. 
190 of heavier design, with more grip 
room, and nonprojecting hanger hook. 
Recommended flow rate 60 gpm for 1/%- 
in. size. Available in 1, 1%, 1%, 2 in. 
OPW Corp., 2735 Colerain Ave., Cin- 
cinnati 25, Ohio. 


New Fluorescent Fixture 


Hand pallet-truck 


. is a new, hydraulic economy model 
in two standard widths, 21 in. and 27 
in.; fork length of 32, 36, 42, and 48 in. 
Capacity is 2,200 lbs. Forks are raised by 
pumping towing handle. Booster rollers 
aid pallet entry. Raymond Corp., 310-182 
Madison St., Greene, N.Y. 


Asphalt storage-heater 


. is a portable packaged unit that 
heats and stores bituminous and hot-mix 
asphalt. Unit includes 10,000-, 15,000-, 
or 20,000-gal. storage tank and oil heater 
assembled on a single frame mounted on 
pneumatic tires. Cleaver-Brooks Co., 225 
N. Grand Ave., Waukesha, Wis. 


Drum arms 


. . . can be mounted on forks or apron 
of any lift truck. Mechanical drum arms 
automatically pick up drums in vertical 
position, one or two at a time. Arms said 
to take up only few inches more space 
than drums. Little Giant Products Inc., 
1590 N.E. Adams St., Peoria, Ill. 


BUILT-IN trademark features this housing for island fluorescent fixtures de- 
signed by Irving H. Passell, Esso Standard Div. of Humble Oil and Refining. 
Fixtures are produced by Universal Lighting Products Inc., Westwood, N.J. 
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TERMINAL EQUIPMENT 


Loading Assemblies 
Loading Valves 
Sliding Tubes 
Swing Joints 





STORAGE TANK EQUIPMENT 
Breather Valves Tank Gauges 
External Valves Thermometers 
Gauge Hatches Vent Valves 
Water Drain Valves 


TRUCK TANK EQUIPMENT 
Emergency Valves 
Emergency Valve Operators 
Multiple Valves 
Truck Tank Faucets 


AIRCRAFT 
FUELING 
EQUIPMENT 


Coupling Strainers 
Floating Suctions 
Hydrant Cart Loaders 
Hydrant Pit Valves 
Pressure Control 


herever petroleum, chemical or petrochem- Whenever you use Wheaton fittings, you utilize 

ical products are refined, stored or marketed, Wheaton’s 68 years of product development and 
Wheaton fittings can facilitate the operation and improvement. And wherever you need Wheaton 
reduce maintenance costs. fittings you are assured of prompt service by their 
Wheston pioneered the development of loading world-wide manufacturing and distribution. 
arm assemblies and truck tank faucets, and applies There is a Wheaton plant near you — with fittings 
this experience to a line of loaders, valves, swing that offer the best solution to your liquid handling 
joints, faucets and gauges that are first in quality problems. Send today for new Catalog No. 68, 
all over the world. which describes the complete line. 


WHEATON BRASS WORKS, UNION, N. J. 
Offices in all principal cities 
Foreign Manufacturers 


BAZA, S.R.L. WORTHINGTON CORPORATION EMCO LIMITED 
Buenos Aires, Argentina, S.A. Rio De Janeiro, Brazil, S.A. London, Ontario, Canada 


EMCO BRASS MFG. CO. LIMITED EMCO G.M.B.H. UUNGMANS 
Margate, Kent, England Allenclorf, Germany Malmo, Sweden 


Loading Arm Assemblies, Swing Joints, Loading Valves, Storage Tank Fittings 
and Truck Tank Equipment for the Petroleum and Chemical Industries 
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Warehouse catalog 

. covers a wide line of plant and 
warehouse handling equipment. Covers 
several types of drum trucks, drum 
slings, and lifts, as well as general-pur- 
pose trucks, skids, pallets, and boxes. 
Palmer-Shile Co., 16061 Fullerton, De- 
troit 27, Mich. 


Warning signs 


... for pipelines, tanks, danger spots are 
listed in new 24-page catalog. Known 
by trade name of “Speedy Marx,” signs 
are printed on waterproof vinyl cloth 
and mounted on quick-release dispensing 
cards. North Shore Nameplate, Div. of 
Anodyne Inc., 214-27 Northern Blvd., 
Bayside 61, N.Y. 





IT’S ONLY 
‘‘A DROP 
IN THE 

BUCKET’’ 


aaeaneent | 


iq 


i] 


BUT... 


RuGLYDE® can greatly increase your tire handling 
efficiency! For less than a penny a tire, RuGlyde elimi- 
nates much of the work, time and risk of mounting 


and demounting tires . . 
. Insures customer satisfaction! 


failure . . 


. prevents premature tire 


RuGLYDE is THE approved lubricant for all tires! 


Clear ...clean... ready to use right from container— 
without mixing. Applied to beads of tubeless tires 
and bead seat area of rims, RuGlyde assures proper 
seating, prevents “after-slippage’. Guards against 
scufing—protects air seals. A “must” for all tubeless 
tires—13”, 14” and 15”! 


Use RuGlyde on all tires—tube and tubeless—any 
size! 100% safe on rubber and wheel finishes. Also 
best for lubricating rub- 
ber parts and fittings— 
and for cleaning rubber, 





AGs 


PROOUCT 


STICK COMPANY 








‘“® | AMERICAN GREASE 


leather and plastic.  p-soe 





MUSKEGON, MICHIGAN 





Pump bulletin 


. . « describes a new line of variable- 
capacity rotary pumps. Design of Vari- 
Flow pumps is said to simplify liquid 
proportioning by making it possible to 
adjust for any flow rate without changing 
pump speed. Blackmer Pump Co., Grand 
Rapids 9, Mich. 


Equipment Suppliers . . . 





Atlantic-Vulcan Containers Inc. is now 
producing pails, small drums, and cans 
for petroleum products and general chem- 
icals in a new plant located on the B. & 
M. Railroad at Peabody, Mass. 


* 

High-visibility fluorescent enamel for 
emergency safety-marking is now avail- 
able in spray-dispensers from auto-parts 
jobbers, according to Du Pont. Product 
is known as Pyralux and comes in yellow, 
vermilion, orange, and red. 


« 

A. Y. McDonald Mfg. Co. is now offer- 
ing a one-year written warranty on all 
new Safe-T-Matic nozzles and a repair- 
exchange policy for older Safe-T-Matics. 
The repair-exchange plan covers minor 
servicing for a flat $12.50 service charge. 


Equipment People . . . 





Thomas C. McKnight has been named 
to the new position of factory sales man- 
ager at Baker Industrial Trucks, Div. of 
Otis Elevator Co., Cleveland. He had 
been product manager for electric trucks 
since 1957, and before that was em- 
ployed by Gould National Batteries and 
the Federal Bureau of Investigation. Dur- 
ing World War II he served with the 
U. S. Navy for four years as a lieu- 
tenant, senior grade. 


« 

Harold D. Schwartz, vice president and 
director of Neon Products Inc., has been 
named to head the company’s midwestern 
sales division. His headquarters is now 
the recently-expanded office and show- 
room at 2047 W. Touhy Ave., Chicago. 
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Equipment 


Schwartz was formerly director of adver- | 
tising and sales promotion. 
. 


heart of your 
business ticking 
as it should? 





Guill Clark 





ern regional sales manager of Chiksan | 
Co., succeeding J. F. Powers, Jr., who | 
recently became vice president and sales | 
manager. Guill was formerly senior sales | 
representative at Chicago. He is now | 
based at Newark, N. J. W. L. Clark re- | 
places Guill as senior sales representative 
in the Midwest. Clark was formerly in 
charge of the Chicago sales office. 


| 
| 
N. A. Lee Guill has been named east- | 
| 
| 


° 
Roy T. Littlejohn has been named Den- | 

ver district manager for John Wood Co., | 1 - 

Bennett Pump Div. He has taken over | Keticanduemticen air 

the management of the distribution of | compressors are 

Bennett and Eco products in Montana, engineered for longer 

Wyoming, Colorado, and the western sec- trouble-free life. 

tions of S. Dakota, Nebraska, and Kansas. | : 7 
They deliver more air per 


e h ‘ 
J. Carter Hermann and Charles H. Her- kilowatt hour, which means 
mann, Jr., formerly president and vice lower operating cost. 
president respectively of Repcal Brass | © Warehouses and parts depots are 


Mfg. Co., of Los Angeles, have formed 
a new company, Bel-Aire Sales Corp., to | located throughout the country. FOR FULL 


represent Milwaukee Valve Co. in the | Kellogg-American DETAILS, CALL 
western states as well as British Columbia produces over 250 YOUR 
and Alaska. different standard models KELLOGG-AMERICAN 


e from 4 thru 20 HP, JOBBER 
Paul W. Mowrey has been named St. single and two-stage. » OR WRITE TO: 


Paul district manager for the Bennett 
Pump Div. of John Wood Co. He suc- ° 
ceeds R. F. Hale, retired. ° ellogg American 


DIVISION SCAIFE COMPANY ¢ PITTSBURGH 35, PA. 





HAVE TOMORROW'S STATION TODAY WITH 


“GASILE” 


STEEL FORMS 


Ee (T.M. REG. & PAT. NO. 2,767.626) 
Bloom Holmes : . 


Lesile C. Bloom is production man- 
ager and Stewart S. Holmes is sales 
manager of a new company, the Lubri- 
Lite Corp., Libby, Mont. The new firm 
was organized to make and sell a self- 
lighting grease gun invented by Bloom. j a 
Bloom _ a = a in- WRITE FOR INFORMATION OR PRICES 
spector for a Libby lumber company. 
= seen has been a manufacturers’ repre- ww. B. GOODE COMPANY, INC. 
sentative in Portland, Ore. PHONE ELGIN 3-556! © 2915 WEST LEIGH STREET * RICHMOND 30, VIRGINIA 





August, 1960 + NATIONAL PETROLEUM NEWS 149 





Granco A/x"system 


Accurately and Instantaneously... 
records billing data where you use it! 





ee Gr Ta] 





Granco’s Accounta/Key System 
reports directly to your billing desk. 


(or to your electric accounting system) 


From accurate GRANCO “K” Meters, withdrawal record data is electric- 
ally transmitted directly into your accounting department, or any other 
remote location. The direct recording method of Granco’s A/K system 
eliminates multiple postings...eliminates billing errors...cuts operating costs! 


From unattended terminals, your key customers get 24-hour, around- 
the-clock service. A turn of the Accounta/Key readies your system for 
service —every customer gets an accurate receipt of each withdrawal with a 
printed ticket. 


You can automate your system to any degree you require—write for FULL DETAILS today! 
i 
! 


GRANBERG CORPORATION 


1313 SIXTY-SEVENTH STREET * OAKLAND 8, CALIFORNIA 
Subsidiary of AMERICAN METER COMPANY 


ifacturers of A/K Metering Systems © Positive Displacement Meters * Duo Rotor Meters 
- f * Flow Control Valves * Line Strainers * Air Eliminators 


emperature ators * Remote Controls * Pre Controls * Balanced Line Valves 


ie 
Merge np, ae RS ta a 
INITIAL ECONOMY —Union Oil Company's new 
Petaluma Diesel Fueling Station serves many 
key holders with ONE pump and ONE meter to 
cut installation and operating costs! 


INSTANTANEOUS RECORDING — is remotely trans- 
mitted to a tamperproof location. Up-to-the- 
minute withdrawal records are read direct from 
the A/K recording panel. 


* Positive Displacement Pumps ¢ Centrifugal! Pumps 
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WHAT’S 
NEW 
IN 
TBA 





Marine battery 


. in 12-volt size features handles that 
slide out of the way when not in use; 
no-spill vent caps; wing-nut terminals; 
special impact-resistant rubber container; 
separator protectors. Price Battery Corp., 
Hamburg, Pa. 


One-end air lift 


. . » provides easy access to both front 
or both rear wheels at once for tire 
changing, brake service, or similar jobs. 
Service-station air supply gives power. 
Fitted with large 10 x 2.75-in. rubber 
wheels, and ball-bearing front casters. 
Auto Specialties Mfg. Co., St. Joseph, 
Mich. 


Battery caddy 


, is a two-wheel display-stand that 
handles 200 Ibs. on three shelves 20'%- 
in. long arranged in step design. Built of 
welded steel tubing, finished in durable 
enamel for outdoor use, stand also in- 
cludes 4-color steel header featuring 
Delco trademark. United Motors Ser- 
vice, Detroit 2, Mich. 


All-weather lantern 


is powered by a 6-volt Eveready 
alkaline battery said to give 24% times 
the light output of present 6-volt lan- 
terns. Available in two models, with or 
without red flasher at suggested retail 
prices of $16.95 and $18.95. Union Car- 
bide Consumer Products Co., 270 Park 
Ave., New York 17, N. Y. 


Driveway sign 


. . . for Bear-equipped service stations is 
a new all-metal unit featuring the words 
“We Line-up and Balance Wheels” in 
large black letters on a yellow back- 
ground; and an offer of “Free Inspec- 
tion.” Size: 44-in. high x 34-in. wide. 
Bear Mfg. Co., Rock Island, Ill. 


L.. 


1 Teams OTTER eed ae 
Aili iil TTT 
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Tire merchandiser 


. . . for combined storage and display of 
108 tires on the station drive is called 
the Roll-A-Door. Doors are mounted on 
overhead steel tracks with ball-bearing 
rollers. Advertising copy is never con- 
cealed. Modern Metal Products Co., Box 
1798, Greensboro, N. C. 


Marine batteries 


. . . in group sizes 1, 25M, 3SM, 5SH, 
and 8D comprise a new line recently 
introduced by Willard. All batteries in 
the line are available with either con- 
ventional straight-terminal posts or with 
wing-nut terminals, and either wet or 
dry-charged. Electric Storage Battery 
Co., Box 6266, Cleveland 1, Ohio. 
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Tires-Batteries-Accessories 





Safety cap 


. . . for pressure-type radiators, called 
the Lev-R-Vent, has been added to the 
Stant line. Moving external lever to 
raised position allows escape of internal 
pressure through radiator overflow tube. 
Stant Manufacturing Co. Inc., 1620 Co- 
lumbus Ave., Connersville, Ind. 


Shipping carton 


. converts to an oil filter display size 
13% x 9% x 18 inches. Designed to 
transport and display 12 Hi-Flo Wixite 
PC-15 Spin-On disposable cartridges, the 
red, black, and white carton contrasts 
with the gold and red, polyethylene- 
wrapped filters. Wix Corp., Gastonia, 
Nog. 


PLING CO. INC 
254 West 54th Street. New York 19. N.Y 





*FIRESTONE T.M. 


BUSINESS BANKS 
ON GOOD TIRES 


FIRESTONE PERFORMANCE PAYS OFF WITH LOW-COST-PER-MILE PETROLEUM DELIVERIES! 


Firestone tires’ low-cost-per-mile is reflected in performance records of 
thousands of trucks across the country. That's because 425,000,000 tire miles 
a year in Firestone’s own tire testing program prove Firestone truck tires 
are your best buy! This vast tire testing program resulted in Firestone 
Rubber-X, the longest-wearing rubber ever used in Firestone truck tires. 
It also resulted in Firestone Shock-Fortified cord which means extra miles 
of service out of every tire. Get performance proved Firestone truck tires, 
on convenient terms if you wish, at your nearby Firestone Dealer or Store. 


WS Wa My 
Firestone af ag 


em pe ’ 
BETTER RUBBER FROM START TO FINISH as Pipi 


Copyright 1960, The Firestone Tire & Rubber Company 


rh a " Ci) a hoes 


Na DARN Se) Oa 


NATIONAL PETROLEUM NEWS °* August, 1960 





TBA Literature .. . 





Electrical catalog 


. contains specifications for electrical 
service parts for American and Cana- 
dian-made automobiles and trucks for 
the past ten years, including 1960. Ident- 
ified as Autolite catalog S-40G, it re- 


places one issued in 1957. Service Parts 
Div., Electric Autolite Co., Toledo 1, 
Ohio. 


Tire-service booklet 
. .. is a guide for service-station opera- CAN CLOSING MACHINES 


tors listing and illustrating basic tubeless 
valves, extensions, inserting tools, and 
display kits. Tells how to use the new 
Dill safety gage to demonstrate the 
variation between new and used valves. 
Dill Mfg. Co., 700 E. 82nd St., Cleve- 
land 3, Ohio. 


Compact-car 


. specifications are available from 
Electric Autolite in the form of a small 
12-page booklet prepared by Popular 
Science. Covers Corvair, Falcon, Val- 
iant, Lark, and Rambler. Back cover lists 
Autolite spark plugs for each model. 
Electric Autolite Co., Toledo 1, Ohio. 


TBA Suppliers . . . 


Firestone recently joined with 21 ser- 
vice stations in a piece of tire advertis- 
ing under this headline: “Cleveland’s 
Finest Service Stations Bring You 
These Outstanding Values—Shop by Car 
—Drive in Today. Angelus seamers are d@i 


e . 

The current booklet in the Hoods Up round can closing req 
series for training service-station person- petroleum products, 
nel is all about selling tires on the drive- 
way. Booklet presents, in cartoon-strip up to 500 cans per 
style, a complete tire sale from approach 
to close. 





Angelus machines@ 
* dependable; they 


Sears made an off-season pitch for bat- 
tery business in Los Angeles with full- 
page ads in daily papers early in June. 
Copy describes Allstate batteries at nine 
prices from $7.95 to $24.95. 

* 

British-American Oil Co. has circu- 
lated a warning to dealers against brake 
fluid from United States manufacturers 
which is below safe standards. Because 
many states now forbid substandard 
brake fluid, B-P says that Canada has 
become “. . . a dumping ground for 
cheap, dangerous products.” A_ tally 


early this year showed 22 states now ban 
brake fluid with a boiling-point of less 
than 300 deg. F. 

7 


Purolator offers some figures on which 





to base a sales pitch for air-filter replace- Sanitary Can Machine Company 
ment. Figures are the result of road tests | 

run on two cars that show an average 

of three more miles per gal of gasoline 

when dirty air-filters are replaced with 

new ones. 
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Fewer Belts... Narrower Sheaves 
Less Bearing Load... Lower Costs 


SAME JO 





Conventional V-Belt Drive Thermoid-Quaker “Powerflex Wedge” V-belt drive 


(fet) “POWERFLEX WEDGE” 
V-BELTS SAVED ‘402 ON THIS JOB 


The shape of new ‘‘Powerflex Wedge’ V-belts is narrower with added 
depth .. 
belts, smaller sheaves, shorter centers and less bearing load; more effi- 
cient power transmission. Costs on this documented ‘‘Powerflex Wedge”’ 
installation amounted to a savings of $402.14 over the conventional 
V-belt drive. 

But design isn’t the whole story! New Thermoid-Quaker rubber com- 
pounds and tougher, load-carrying cords play a vital role in prolonging 
belt wear . . . for even greater savings. 

Check “‘Powerflex Wedge’’ V-belts for better power transmission. 
Your Thermoid Division Distributor is there to serve you. Thermoid 
Division, H. K. Porter Company, Inc., 200 Whitehead Road, Trenton 6, N.J. 


. for a big jump in “‘pulling’’ power. More pull means fewer 


THERMOID DIVISION 


H. K. PORTER COMPANY, INC. 


PORTER SERVES INDUSTRY with steel, rubber and friction products, asbestos textiles, high voltage electrical equipment, 
electrical wire and cable, wiring systems, motors, fans, blowers, specialty alloys, paints, refractories, tools, forgings and pipe 
fittings, roll formings and stampings, wire rope and strand. 





TBA 
TBA People... 





Chalmers 


Robert Price 
has been named 
product merchan- 
dising manager for 
the battery divi- 
sion of the Elec- 
tric Autolite Co. 
He has been 
with Autolite since 
1949, starting as a 
district representa- 
tive in New York. 

Lingle Karl Chalmers 

has been named 

product merchandising manager for the 

electrical products division. He was pre- 

viously sales manager for parts and ser- 
vice in Canada. 

John W. Lingle has been named prod- 
uct merchandising manager for Autolite 
spark plugs. He has been with the 
Autolite sales department since 1944, 
serving as district manager at Philadel- 
phia, Washington, and Detroit. 

> 

Henry C. Wehr Jr., formerly an ac- 
count executive at Wilding Inc., Detroit 
advertising agency, has joined the Satur- 
day Evening Post as automotive-service 
marketing manager. He was at one time 
advertising and sales promotion manager 
for American Brakeblok. 

* 

M. H. Garrett, TBA manager for 
Union Oil Co. of California, is the new 
western division chairman of the Oil In- 
dustry TBA Group. He was elected at 
the San Diego meeting and took office at 
once under the new plan of choosing re- 
gional chairmen at midyear meetings. 
° 

Harold P. Schal- 
ler has been 
named general 
sales manager of 

United Motors 

Service Div. of 

General Motors. 

He succeeds 

Thomas F, Plant 

who resigned to 

enter private busi- 
ness. In a series of 

related moves, A. 

ae E. Schwerzel suc- 
ceeds Schaller as assistant general sales 
manager, western; P. T. Cody succeeds 
Schwerzel as assistant general sales man- 
ager, eastern; and J. A. Swayze succeeds 
Cody as western regional manager. 
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EXTRA 





OF 
SAFETY 





MEASURE 







Tri-Suré Engineering Service is extra assurance of product safety! 


When you specify Tri-Sur€closures for your steel 
shipping containers, you get top quality that meets 
every requirement for the complete protection of 
your product. 

And Tri-Sure Engineering Service gives you an 
extra measure of safety. 

The ‘Tri-Sure Engineering Representative visits 
your container manufacturer regularly to help 
make sure that the installation and assembly of the 
Tri-Sure closures are correct. In addition, Tri-Sure 
engineers periodically check filling operations at 
oy oi where Tri-Sure closures are used. 





Tri-Sure Engineering Service is one more reason 
why leading packers rely on Tri-Sure closures 
for absolute protection of the products they ship 
in steel containers. 
Whenever you order drums 
specify Tri-Sure closures. And 
for the answer to any closure 
question call or write. 


Tri-Sure 


t.OsuRes 


AMERICAN FLANGE & MANUFACTURING CO. INC. 


30 ROCKEFELLER PLAZA, NEW YORK 90, .¥, # CHICAGO, RA. © LINDEN. N J © NILES. OF 
CANAGA + AUBTRALIA + MEXICO » BRAZIL 








New winter profit-maker 
backed by big coast-to-coast TV 


‘~PRESTONE’ 


BRAND 


SPRAY VY spray 


| DE-1cER 
ie for car \ car win oows 
windows \ 
\ J 
Wee J 


defrosts instantly...melts ice fast 


PATENT PENDING 


RESTON MQ ” ResTome 


A “ts P P 
You get this aN ‘a Ks : @ Keeps windshields clear for hours. 


@ Helps your car wheels get a start 


Counter Displayer , os \sshg under certain icing conditions. 


@ Large push-button can. . . extra value. 


to help you sell! p wil @ Even in zero weather, powerful propellant 


provides strong spray pattern. 


12 can counter display. Takes less than one square foot of space.  @ Unsticks locks, doors, windows. 
Harmless to car finishes. 





Big pre-winter networkTV nation-wide 4-color Sun- 
campaign.“CHEYENNE,” day newspaper campaign 
plus top college football will help sell “Prestone” 
warm-up programs...and Spray De-Icer. 


ORDER TODAY 





- % “Prestone,” “Eveready” and ‘Union Carbide” are registered trade-marks for products of 
Pete UNION CARBIDE CONSUMER PRODUCTS COMPANY ~ Division of Union Carbide Corporation » 270 Park Avenue, New York 17, N. Ye 
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For three generations, Alvin Hollis and Company 
has served residents in the South Weymouth, 
Massachusetts area with their heating fuel require- 
ments. The firm operates two bulk plants with a 
storage capacity of 150,000 gallons of #2 oil in 11 
above-ground and two underground tanks. Re- 
cently, a Marlow self-primer was installed in the 
Hanover plant to strip transports and to boost load- 
ing rates. With just one Marlow, flow has been 
increased to 550 gpm making it possible to load 
trucks rapidly and economically. 

Of Hollis’ fleet of seven home fuel oil delivery 
trucks, five have been equipped with Marlow self- 
priming truck pumps. And—these five Marlow- 
equipped trucks handle the volume previously 
delivered by all seven! The remaining two trucks 
are being converted with Marlows and—when all 
seven are in service—Hollis will be able to add 
30% more stops per day with no increase in man- 
power or equipment, 

According to Alvin Bicknell, President, the firm 
now handles 4,500,000 gallons of #2 fuel oil annu- 
ally. With his bulk plant and truck fleet completely 
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arlows:: 


. cut loading time 
. speed deliveries 
. increase profits! 


Marlow-equipped, he will be able to handle an extra 
1,350,000 gallons per year with no added overhead 
or expense. Because Marlows attain top capacity 
and efficiency at easy engine speeds, truck engine 
and pump maintenance will be minimized. When 
all the extra Marlow advantages are added up, they 
will definitely deliver increased profits for Hollis. 

Whether you plan to build a new petroleum prod- 
ucts handling plant or rebuild an old one to keep 
pace with competitive pressure and customer de- 
mands, modernize with Marlow. Remember, Marlow 
builds a complete line of efficient self-priming pumps 
to answer every petroleum pumping requirement. 
For complete information, write for a copy of Bulle- 
tin PM-06 and the name of your Marlow dealer. 


MARLOW PUMPS 


DIVISION OF BELL & GOSSETT COMPANY 
4 MIDLAND PARK, NEW JERSEY 
®) : 
~ Longview, Texas * Morton Grove, Illinois 0-013 
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The Best Gas in the World comes from 
the Best Pumps in the World... 


The dynamic expansion of the world on wheels has 
been pioneered by typical American enterprise — con- 
stantly improving motor fuels and ever-new concepts 
in gas pumping and service. 

In fact, traditional pacesetter in service station 
progress has been the development of new and im- 
proved pumps and service islands. 

The Veeder-Root Computer, known world-wide as 
the “head for figures,’’ has helped with this pace- 


New York * Chicago « Los Angeles * San Francisco 
Seattle * St. Louis * Greenville, S. C. 
Altoona, Pa. * Montreal 
Offices and Agents in other principal cities 


if ~ . 

Y j \ 

AD 
}) 


setting too. Improved readability, faster and more 
precise operation, simplified design, and quick and 
easy operation all mean better service and maximum 
profit protection for the service station. 

Now, important new improvements are being made 
available to service station owners and operators 
through the leading pump manufacturers. 

You can always count on: “The Head for Figures.” 


Veeder-Root 


HARTFORD 2, CONNECTICUT 


® “The Neme that Count’ 








WHAT’S 
NEW 
IN 
PREMIUMS 





MULTIPURPOSE KNIFE comes cased in its 
own cutting block. The stainless blade 
has a serrated cutting edge and is forked 
for spearing relishes. The crossbar serves 
as a bottle or can opener. Handle is ivory 
styrene. Unit price in bulk is $1.75. 
Camillus Cutlery Co., Camillus, N.Y. 


MANICURE SET is a self-liquidator priced 
at $1.25. Six multipurpose tools are 
packed in a zippered case. Item is mailed 
directly from Solingen, West Germany. 
Around-the-World Shoppers, 829 New- 
ark Ave., Elizabeth, N.J. 
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OUTDOOR TORCHES can be used to light 
lawn parties or beach parties — or to 
repel insects. Six brass-colored torches 
with wicks and two 5-ft. standards are 
packed to a display box. Ordered in 
quantity, price is $15.12 per case of eight 
sets. Harrison Oil Specialties Co., Mil- 
waukee, Wis. 


TWO-CELL FLASHLIGHT can be obtained 
with completely worked-out merchandis- 
ing program which includes, posters, 
handbills, punch cards and advertising 
mats. Ordered in bulk lots of 1,200, unit 
price is 22¢. Lower price on larger orders. 
Henry Phillips Co., Barryton, Mich. 


PORTABLE RADIO has built-in antenna. 
Price is $7 each in lots of six dozen or 
more. Smaller orders raise unit price to 
$7.50. Label identifies set as a transistor 
model. Battery is standard 9-volt. L & M 
Co., 415 N. 8th St., St. Louis, Mo. 


NEWS 


Premiums 


CALENDARS are a perennial favorite as a 
giveaway. Imprinted with sales messages, 
styles shown above range from 11'%4¢ to 
18¢ apiece in orders of 1,000. Wide se- 
lection of illustrations is offered. Avail- 
able are wall, desk, or car-visor models. 
Advertising Publishing Co., 944 Wall St., 
Ann Arbor, Mich. 


REPRODUCTIONS of famous paintings are 
priced at 12'2¢ per print in bulk orders. 
Average print size is about 11x14 in. 
There are 48 paintings represented in the 
series, ranging from Renaissance to con. 
temporary American. Broadcast Special- 
ties Co., 120 W. 42nd St., New York 
36, N.Y. 


PLASTIC ROSES are complete with lifelike 
thorns and leaves. A self-liquidator at 
$1, the roses are mailed direct from 
Hong Kong. One dozen are packed in 
a plastic bag. Around-the-World Shop- 
pers, 829 Newark Ave., Elizabeth, N.J. 
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“I heard about | “I did some 
the new ones” thinking” 
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PEAK Anti-freeze with RUST-GUARD 
is the product to do more business with. 
It’s made to order for your customers’ new 
cars—and the aluminum in them. Only 
PEAK contains the patented RUST- 
GUARD formula—an exclusive combina- 
tion of special chemicals that gives unsur- 
passed protection from rust and corrosion 
to every metal in the cooling system. 


Just for the record, some new products 
are just now being introduced that give 
the same quality protection that PEAK’s 
been delivering for the past three years! 

When you sell PEAK, you profit from 
extra service business at installation and 
at drain-out time. You get repeat business 
year after year, although we admit that 
many car owners, who know just how good 
PEAK is, leave it in for two or three years! 

Let’s face it. The new ones are going to 
take some hard selling. They’re untried 
and unproven. Properly installed, their 
cost may be too much for some people’s 
pocketbooks. That’s not the case with 
PEAK. The price is $3.25 per gallon in- 
stalled. It’s known nationally. It’s been 
proved in the new cars. It takes no extra 
selling effort. 

ANTI-FOAMI: Certainly one reason customers come 
— back for PEAK year after year is the 
careful, professional (and profitable) pre- 
winter servicing you render. It assures the 
safest, most dependable cooling system 
protection known. You and your custom- 
ers are way ahead with the years-ahead 


ba ry anti-freeze...PEAK with RUST-GUARD! 
and, frankly, PEAK’S PEA 


better for me scitacneeaeaaells 


are products of 


and my customers!” eg aan ye 
a 200 MADISON AVENUE, NEW YORK 16, N. Y¥. 
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Sylvania 
Silver White 
Ruggedized 

Mercury Lamps 


can take it- 


WEATHER OR 
NOT! 


The brightest, toughest 1000- oe watt cociens ii you can buy! 


62,000 lumens of light! That’s more than 2% times the t m— 


concerned with faithful color rendition, see the new 


light output of any incandescent lamp of the same 
wattage. More light for a package its size (7” diam. x 15%46” 
in length) than any other available Mercury Lamp today. 


And rugged? No lamp stands up to the weather like this one. 
From base supports to dome supports, the innards are welded 
like an auto chassis. And it’s all protected by a hard glass 
shell as resistant to thermal shock as a soup pot. 


With a rated life of 10,000 hours, Sylvania Silver White 
Ruggedized Mercury Lamps give you more light much 
longer—and for less Total Cost of Lighting. 


@ New True-Tone Mercury Lamps! If you're especially 


maa = Sylvania line of “True-Tone” Mercury Lamps. It opens 


new areas of use for Mercury. Flatters merchandise and 
people. All popular wattages available. 


And all these lamps are backed by the exclusive Sylvania 
Light Insurance Policy assuring you that: 


“Any Sylvania Ruggedized Lamp may be returned to the 
supplier at any time for full exchange if it fails in less than 
1000 burning hours, provided it has not been physically or 
electrically misused.” 

See your Sylvania representative about these lamps. Or write: Sylvania 
Lighting Products, a Division of Sylvania Electric Products Inc., 


Dept. 65, 60 Boston Street, Salem, Mass. In Canada: Sylvania Electric 
(Canada) Ltd., P. O. Box 2190, Station “O,” Montreal 9. 


SYLVANIA 


Subsidiary of GENERAL TELEPHONE & ELECTRONICS ‘S3) « 
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HERBERT O. BAILEY and JACK S. BELLAH, refinery technologists, discuss the programming of a 


customer's refinery operation. 


Linear programming 
up to now by Jack S. Bellah 


“In the past two 


years the many 
customers who 
have utilized our 
linear program 
ming service have 
found it to be a 
useful adjunct to 
their over-all re 
finery operations and planning. 
“On occasion, the analyses they re 


The future for 
linear programming 
by Herbert O. Bailey 


“We expect to ex 
pand the DuPont 
linear program 
ming service by 
introducing more 
customers to it 
and by exchang- 
ing ideas, con- 
cepts and meth- 
ods with those who have already 
started using it. 


ADVERTISEMENT —Prepared 


| 








ceived opened the door for changes 
which could effect appreciable econ- 
omies. In other instances, results have 
verified that the modus operandi of the 
refiner was already at the optimum. 

“Du Pont instituted this service with 
two purposes in mind: 

“First, as a study of a customer’s ac- 
tual operations — to develop the over- 
all economic picture of his gasoline 
blending operations, putting all factors 
into their proper economic perspective 
when maximizing profit. From_ this, 
much information can be readily devel- 


“One new approach is our use of the 
IBM 704 computer. The larger memory 
capacity of this machine helps us assist 
our customers in studying larger and 
more complex problems, including: 
maximizing the profit on numerous 
grades of gasoline; interseasonal stor- 
age of gasoline and heating oil compo- 
nents; complete refinery simulation 
from crude to finished products. 

“On the 704 we can, within reason- 
able limits, incorporate in a_ single 
problem the combination of variables 
that determines: 


a) Selection of crude slates. 


for the Petroleum Chemicals Division of E. |. duPont de Nemours & Company (Inc.) 





The purpose of the Du Pont linear pro- 
gramming service is to help refiners 
look at both the forest and the trees — 
to analyze the economic effect of every 
processing and blending phase, and 
from this analysis obtain an over-all 
view of the economy of a particular re- 
finery’s operation. 

In one instance, linear programming 
showed how a company was losing over 
$1 per barrel by diverting one compo- 
nent to a less profitable alternate use. 

In another case, a company learned 
that it was buying a component at a 
price considerably above its actual 
value to them. 

DuPont has now expanded the 
scope and capabilities of its linear pro- 
gramming service. The past and the 
future of this service are explored in 
the statements on this page by Jack S. 
Bellah and Herbert O. Bailey, Du Pont 
refinery technologists. 


oped on the effect of varying elements 
of the system. 

“Second, where the customer is in- 
terested in linear programming as a 
permanent tool in his own economic 
studies, a trial run by Du Pont can give 
him experience on which to base his 
own choice of programming system. In 
some cases, Du Pont has helped to train 
those persons who will make the actual 
studies, and has continued to suggest 
ways in which the studies can be 
broadened into more comprehensive 
and useful management tools.” 


b) Determination of reforming se- 
verity level and tetraethyl lead concen- 
tration for minimum cost research and 
motor octane numbers. 

c) Choice of catalytic cracking plant 
feed stocks. 

d) Disposition of butanes among 
motor gasoline, alkylation or polymeri- 
zation plant feed stock. 

e) Component and finished product 
production within process capacity 
limitations, and with all finished prod- 
ucts meeting specifications. 

f) Size of profitable 
areas.” 


marketing 


OVER 





DUPON 





ATTENTION MARKETERS: 


New survey probing 
motorist buying habits 
soon to be released 


Now in the final stages of compilation 
is the 1960 DuPont survey, “Profile of 
the Motorist”. This is the fourth in a 
series that constitutes the largest such 
study ever undertaken in the petroleum 
industry. 

Coast-to-coast interviews (4,500) are 
shedding new light on old questions, 
such as: gasoline brand preference, 
loyalty to service stations, the effect of 
price wars on buying habits, regular- 
vs-premium grades, and non-petrole- 
um purchases at service stations. 

Other areas of particular interest in- 
clude: the growing use of non-oil com- 
pany credit cards, vacation use of auto- 
mobiles, the effect of trading stamps 
and activities that compete with driv- 
ing (such as home swimming pools, 
daytime television). 

This study is another example of the 
marketing services available to Du Pont 
customers. Results will be available 
this fall. 








Du Pont study shows fewer 
gasolines cause carburetor icing 





Results are now available to marketers 
and refiners from the Winter, 1960, 
Du Pont Survey of Carburetor Icing. 

30 regular grade gasolines, 30 pre- 
miums, and 4 super premiums were 
investigated. Samples were obtained 
from service stations in various market- 
ing areas, with particular emphasis on 
regions where carburetor icing has 
been most prevalent. 

Contrasted with results of the 1959 
survey, it appears that there was a gen- 
eral decrease in the tendency of motor 
gasolines to cause carburetor icing: 

47% of regular gasolines were satis- 
factory, compared with 35% in 1959. 

63% of all premium gasolines were 
satisfactory, compared with 55% in 
1959. 

Full information on this study — in- 
cluding the comparison with last year 
—is available from your Petroleum 
Chemicals Division representative. 








Western Regional Manager 


E. HEARN SIMPSON, who recently as- 
sumed the duties of Western regional 
manager for DuPont’s Petroleum 
Chemicals Division, brings more than 
twenty-four years of petroleum experi- 
ence to his new position. He succeeds 
the late Robert F. Harwick. 

Mr. Simpson started with Du Pont in 
1930 in the sales department of the 





New Du Pont yellow dye is 
20% stronger, more soluble 


Now you can add yellow color to gaso- 
line and other petroleum products more 
readily with DuPont’s new Oil Yellow 
NB. This new dye is 15% to 20% 
stronger than its predecessor, Oil Yel- 


low N. 


Use less dye. With Oil Yellow NB you 
use less dye to get the same results ob- 
tained up till now with Oil Yellow N. 


Improved solubility. Another advantage 
of Oil Yellow NB is its greater solubili- 
ty in petroleum products. Its approxi- 
mate solubility, ascertained from test 
samples, is 4000 mg/100 ml in a test 
gasoline, compared to approximately 
2000 mg/100 ml for Oil Yellow N. 


Now available. Deliveries of Oil Yel- 
low NB are now being made from our 
plant at Carneys Point, N. J., and from 
warehouses across the United States. 
The dye is shipped in standard 100-lb.- 
net packages. 

With Oil Yellow NB you can add the 
advantage of faster dyeing to that of 
lower dye requirements. For additional 
information and samples, contact your 
Du Pont representative. 








“Fabrikoid” Division, Newburgh, N. Y., 
and two years later became a sales cor- 
respondent in the Alcohol Division of 
the Organic Chemicals Department in 
Wilmington, Del. In 1934 he became a 
salesman in the same division, where 
he was concerned with the sale of gaso- 
line antioxidants, oil colors, and al- 
cohol in the Middle West. 

From 1943 until 1946 Mr. Simpson 
was a supply officer in the U. S. Navy. 
He returned to Du Pont in 1946 as sales 
manager of the alcohol and camphor 
section, Petroleum Chemicals Division, 
and a year later was named assistant 
sales manager of petroleum additives. 
In 1950 he was appointed manager in 
charge of industrial sales for the Petro- 
leum Chemicals Division and the fol- 
lowing year was named acting man- 
ager of the Eastern Region with head- 
quarters in New York City. In 1952, 
Mr. Simpson returned to Wilmington 
as manager of sales of the Petroleum 
Chemicals Division, a post which has 
now been discontinued. 

A native of Washington, D. C., Mr. 
Simpson attended public schools in 
Delaware, Oklahoma, and Colorado, 
and joined DuPont following gradua- 
tion from the University of Denver 
with a bachelor of science degree in 
1930. He is a member of the Ameri- 
can Petroleum Institute. 








SALES OFFICES 


Chicago 3-8 So. Michigan Ave. 
Cleveland 15—101 Prospect Ave. 


Houston 2 
705 Bank of Commerce Bidg. CApitol 5-1151 


Los Angeles 17—612 So. Flower St.. MAdison 4-1354 


New York 20 
45 Rockefeller Plaza COlumbus 5-2342 


Philadelphia 2—3 Penn Center Plaza LOcust 8-3531 
Pittsburgh 22—1 Gateway Center ATlantic 1-2933 
San Francisco 4—111 Sutter St. EXbrook 2-1934 
Seattle 3—4003 Aurora Ave. MElrose 2-6977 
Tulsa 1—1811 So. Baltimore Ave. LUther 5-5578 


In Canada—DuPont of Canada Limited, Petroleum 
Chemicals, 85 Eglinton Ave. East, Toronto 12, 
Ontario ‘ HUdson 1-6461 


OTHER COUNTRIES: 
Petroleum Chemicals Division, Export Sales, 
Wilmington 98, Delaware PRospect 4-2962 


RAndolph 6-8630 
MAin 1-3422 


REG. us. Pat OFF 


Better Things for Better Living 
... through Chemistry 


Du Pont Tetraethyl Lead and other Petroleum Additives 


ADVERTISEMENT—Prepared for the Petroleum Chemicals Division of E. 1. duPont de Nemours & Company (Inc.) 


Printed in U.S.A. 





Your Guide to the Market 


MONTHLY PETROLEUM STATISTICS e@ SUPPLY/DEMAND e MARKET OUTLOOK e MARKET BAROMETER 
PRICES AT REFINERIES AND TERMINALS e REGIONAL AND LOCAL TANK WAGON AND PUMP PRICES 





This Month's Highlights 


Supply and Demand: The supply situation at midyear has improved, especially 
in distillates. However, continued restraint by refiners is necessary if surpluses 
are to be avoided. a ...page 167 


Market Outlook: After a siege of price weakness, midcountry refiners are look- 
ing cheerfully at current price strength and prospects for more of the same. But 
Ce I a a 6 ss Re ee TI page 168 


How to Use This Section 


Your Guide to the Market is organized to help you put your finger on the facts 
you need, when you need them. Basically, it breaks down into three parts: trend 
analysis, industry statistics, and price information. Here’s where you'll find this data: 


TREND ANALYSIS PRICE INFORMATION 


Supply and demand Market barometer 
Market outhook Key crude oil prices 
Refinery/terminal prices 
STATISTICS Tank-wagon prices 
Petroleum indicators Prices in 55 cities 
State gasoline consumption NPN gasoline index 


ALSO IN THIS SECTION: COMING MEETINGS 
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Petroleum Indicators 











MILLIONS OF BBLS ae Ae AGO NPN PRICE AVERAGES* 
240-- ‘nee iis Vans, Waianae, iy Refinery /Terminal 
220-F J (¢ per gal.) 
200-4 July June July 


1960; 1960 1959 
180-FGASOLINE * a, Gasoline 


160+ (regular) 11.73 11.44 11.58 
Kerosine 10.88 10.83 10.82 

140-- Distillate 8.49 8.41 8.81 

120-FDISTILLATE * Residual 495 481 4.60 

4 principal 

100 products 9.17 8.96 9.04 

80 Lube oil 24.34 24.34 21.60 

Crude at well 

60-%. ($ per bbl.) 2.88 2.88 2.92 


40-FRESIDUAL d *Weighted average price, princi- 
20--- pal markets. Crude prices middle 
eS a of month, not monthly average. 

M ACM J 3 +Through July 15. 











0 























* Hawaii included from March ’60 on. 


MONTHLY SUPPLY TRENDS 


Primary stocks (Last Day)* July 1960+ June 1960 July 1959 
Finished and unfinished gasoline oo eed 197,241 201,934 185,294 
Kerosine (thous. bbl.)** ... oy 5 pan tetinie be Gtk tend 29,157 27,553 28,328 
Distillate fuel oil (thous. bbl. tt. 121,427 111,033 140,388 
Residual fuel oil (thous. bbl.)++ 43,013 41,144 54,509 
Crude oil—B. of M. (thous. bbl.) 249,120 255,528 264,994 


Refinery Activity 
Crude runs to stills (thous. bbl. daily) 2 8,079 7,881 
Foreign crude included (thous. bbl. daily) 1,049 1,031 
% of refinery capacity operated ‘ 82.7 81.8 


Refinery Output 


Gasoline (thous. bbl. daily) } 4,206 4,129 
Kerosine (thous. bbl. daily) 359 225 
Distillate fuel oil (thous. bbl. daily) : 1,803 1,719 
Residual fuel oil (thous. bbl. daily) 860 823 


Crude Supply 


U. S. crude oil production (thous. bbl. daily) ’ 6,808 6,784 
Crude oil imports (thous. bbl. daily) 1,026 887 


*Hawaii included beginning March 1960. 
tThrough July 15, except crude stocks July 9. 
**Includes commercial jet fuel beginning March 1960. 
ttIncludes additional company reporting in 1960. 
Source of Data: API Weekly Reports, except 1959, Bureau of Mines. 


MONTHLY DEMAND TRENDS 
Latest Month Previous Month Year Ago 


Exports of crude and refined products (thous. bbl.) 6,747 (April) 6,562 7,132 
Average station gasoline price, ex tax (¢ per gal.) 21.15 (July) 20.78 21.32 
Service station sales—all commodities ($-million) 1,507 (May) 1,476 1,427 
+Gasoline consumption (million gal.) 4,508 (Feb.) 4,601 4,324 
Service station permits (number) 850 (April) 721 790 
Passenger cars—domestic shipments (thous.) 597 (May) 577 535 
Trucks and buses—domestic shipments (thous.) 92 (May) 93 96 
Passenger car replacement tire shipments (thous.) 6,542 (May) 6,558 5,621 
Replacement battery shipments (thous.) 1,548 (April) 1,877 1,437 
Oil burner shipments (thous.) 35.4 (March) 39.2 43.8 


tExcludes Alaska and Hawaii. 
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Supply and Demand 





How Last-Half Demand Looks 


It could rise 4.5%, better than 
was anticipated earlier in 1960 


REATER anticipated demand for petroleum 

products in the last six months of 1960 is 
likely to offset in part the slack demand of the first 
half of the year. The Bureau of Mines has revised 
its forecasts of total last-half produce demand to 
9,940,000 b/d, compared with 9,503,000 b/d in 
the same period of 1959. 

Third-quarter requirements are estimated at 
9,390,000 b/d, 4.1% greater than they were in the 
third quarter a year ago. Fourth-quarter total de- 
mand is forecast at 10,490,000 b/d, 5% higher 
than it was a year ago and approaching the actual 
demand of 10,801,000 b/d in the first quarter, 
normally the period of highest demand. The 
bureau’s new forecast of total average demand for 
the year, 9,998,000 b/d, is close to the earlier 
forecasts of a little over 10-million b/d. 

@ Gasoline requirements, domestic and export, 
for the third quarter are now estimated by the 
bureau at 4.5-million b/d, 2.1% higher than they 
were in 1959; and for the fourth quarter 4,180,000 
b/d, 5.2% larger than in the last quarter of 1959. 
Requirements for all 1960 will average 4,225,000 
b/d, 2.8% larger than they were in 1959. 

Actual demand for gasoline through April, the 
bureau reports, was 3,921,000 b/d, 2% larger than 
in the first four months of 1959. 

@ Distillate fuel-oil demand for the third quarter 
is now placed at 1,260,000 b/d, 3.6% higher than 
it was in 1959; and for the fourth quarter 2,260,000 
b/d (under normal temperatures), 6.2% larger 
than in the warm fourth quarter of 1959. 

Average requirements for all 1960 are now 
estimated at 1,915,000 b/d, 3.9% larger than they 
were in 1959, and near earlier estimates. Actual 
distillate fuel-oil demand in the first four months 





Location of Distillate Stocks (inc. kerosine) 
by Refining Districts, Mid-1960 vs Mid-1959 
(000 bbl.) 
June 30 June 30 Change 
1960 1959 Bbis. 
East Coast 50,234 53,161 —2,927 
Gulf Coast 21,314 28,186 —6,872 
Total Coastal 71,548 81,347 —9,799 
North Central 30,740 31,003 — 263 
Okla.-Kans.-Mo. 10,910 9,962 + 948 
Other Inland 12,322 12,710 — 388 
Total Inland 53,972 53,675 + 297 
Total U.S. Except 
West Coast 125,520 135,022 —9,502 
13,040 13,304 — 264 
138,560 148,326 —9,766 


Change 
% 





West Coast 
Total U.S. 
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How Gasoline, Distillate Stocks Have 
Changed, First Half 1960 vs. First Half 1959 


Million bbl. 


GASOLINE: UP 
JUNE 30 


JUNE 30 
DISTILLATES: DOWN 


(inc. kerosine) 


JAN. 1 

















— ee 2 





1960 1959 1960 1959 











Lower crude runs in the first half of 1960 improved 
over-all product stocks, especially of distillates 


was 2,441,000 b/d average, 2.3% greater than in 
the first four months of 1959. 


© Kerosine needs for 1960 are currently esti- 
mated at 340,000 b/d, 13% greater than they 
were in 1959. This large gain is due to the inclu- 
sion of commercial jet fuel in kerosine demand, 
started in 1960. 


@ Residual fuel-oil, of the mass volume prod- 
ucts, shows the greatest revision in demand. Third- 
quarter needs are placed at 1,361,000 b/d, fourth- 
quarter needs at 1,720,000 b/d, both below earlier 
forecasts. Average demand for the year is now 
placed at 1,637,000 b/d, 2.1% larger than it was 
in 1959. Some earlier forecasts for 1960 residual 
fuel-oil demand were around 1,850,000 b/d. 


Refiners held down crude runs in the early 
months of 1960, adjusting refinery inventories of 
volume products (see chart). Total stocks of gaso- 
line, distillate fuel oil, kerosine, and residual fuel 
oil June 30, 1960, were 381,643,000 bbl., com- 
pared with 399,883,000 bbl. June 30, 1959. The 
largest adjustment was in distillate fuel oil and 
kerosine stocks. Their combined inventories were 
reduced 37,440,000 bbl. from Dec. 31, 1959, to 
June 30, 1960. On this date these inventories were 
138,560,000 bbl., compared with 148,326,000 bbl. 
June 30, 1959. In the first half of 1959 these in- 
ventories were reduced less than 3-million bbl. 

The more favorable refinery stocks on June 30 
were the result of the lower crude runs during most 
of the first six months of 1960. Continued restraint 
by refiners the rest of this year is needed if undue 
surpluses, particularly of gasoline, are to be 
avoided. = 





Market Outlook 





Good Ol’ Summertime, Indeed 


A FTER STAGGERING through a seeming 

Sahara of bad pricing news for the past year 
midcountry refiners this month are sunning them- 
selves in an oasis of unexpectedly good tidings— 
hoping that August won’t dry up the spring. All in- 
dications point to a continuing flow of price strength, 
or at least a consolidation of prices at appreciably 
higher levels than seemed in dreary May like 
August possibilities. 

The irony of the turn-for-the-better in the interior 
markets lies in the absence of any hard facts to 
explain it. Just as the Feb. 29 break in Chicago 
distillate prices violated common-sense theories, so 
has the welcome summer strength sprung from 
logic-confounding origins. 

Gasoline’s leap from the lower depths to the 
best prices in two years on the Great Lakes Pipe 
Line, including Chicago, can be partly explained 
as “seasonal.” Peak demand certainly has been a 
factor. But price hikes and ever-higher crude runs 
have worked together to hold inventory reductions 
to a minimum. The trade, however, is keeping an 
eye on crude runs. If they continue high, prices 
could fall. 


Key Crude Oil Prices (as of July 15) 


United States 
California 
Wilmington, 31 gravity 
Texas 
West Texas sour, 36 gravity ....... 2.79-2.83 
Mid-Continent 
Oklahoma sweet, 36 gravity ...... .2.62-2.97 
Williston Basin 
North Dakota, 36 gravity ......... 2.47-2.87 
Pennsylvania 
Bradford, flat 
Canada 
Alberta 
Pembina, flat 
Venezuela 
Bachaquero heavy, FOB La Salina, 


Persian Gulf, FOB Ras Tanura 
Arabian, 34 gravity 


Distillate and residual prices are unseasonally 
strong. Throughout the interior, April light-fuel 
prices were the lowest in recent history. In May 
refiners began resisting further below-cost sales. 
Heavy-fuel sellers, aware of a product shortage, 
struck their stiffest sales pose in years: Pay us a 
profitable price or we'll stick it in storage. Re- 
finers would seem to have no reason to reappraise 
their midsummer heavy-fuel policy in coming 
months. 


For Motorists: the Party’s Over 


One supplier called it “the cleanest retail market 
in two years.” Another thought four years might 
be more like it. At any rate, gasoline pump price 
wars that raged in 11 major Midwest population 
centers and in scores of minor ones in late March 
had ended by mid-July. How long peace would 
prevail was anybody’s guess. But it’s significant that 
at some points restoration of prewar “normalcy” 
was followed by additional hikes to higher 
“normals.” 


NPN Gasoline Index 


Dealer T.W. Tank Car 
(cents per gal.) 
July 15 16.45 12.70 
Month ago .... 16.09 12.50 
Year ago .... 16.20 12.44 


Dealer index is an average of dealer tank wagon 
prices ex tax in 50 cities. 


Tank car index is weighted average of following 
wholesale markets for regular-grade gasoline, FOB 
refineries or terminals: Oklahoma, Chicago District, 
Minneapolis-St. Paul, California, Philadelphia, Jack- 
sonville, Boston and Gulf Coast. 
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Market Barometer 


PRODUCTS VS. CRUDE GULF COAST PRODUCTS VS. CRUDE MID-CONTINENT 
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Average prices for crude oil, and four principal refined prod- Average prices for crude oil, and four principal refined prod- 
ucts (gasoline, kerosine, a fuel, heavy fuel)—7 refinery ucts (gasoline, kerosine, light fuel, heavy fuel) —8 refinery 
markets and 7 crude producing areas, east of California. markets and 7 crude producing areas, including California. 
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Refinery and Terminal Prices 





All prices are supplied by Platt’s Oilgram Price 
Service, NPN’‘s associated publication. Arrows 
indicate upward and downward movement of 
the price preceding the arrow. Prices as of 


July 18. Last previous listing: June 17. 


Motor Gasoline 


Gulf Coast Cargoes 

100 oct. prem.....12.254-13.75 

99 oct. prem... ..12.1254-13.25 

98 oct. prem... ..124-12.75 

97 oct. prem... . .11.8754-12.375A 
95 oct. prem... ..11.75 

93 oct. ghee | y 25A-11. 
92 oct. prem..... 


90 oct. oe sa 
87 oct. reg.......10.37 ae e205 


joston, Mass. 
Prem. grade 14.9A-17.9 
Reg. grade 12.44-15.4 


Buffalo, N. Y. 
98 oct. prem..... 
92 oct. reg... 


Charieston, $. 
Prem. grade 
Reg. grade 


Chicago, Ii. 

99 oct. prem..... 

98 oct. prem.....14 

97 oct. prem... ..14.25 
92 octreg. a 

9} oct. reg. 12.54 


Detrolt, Mich. 
98 oct. prem..... 15-15. 
92 oct. reg... — 12. Te is, 25 


Reg. 
do barges... — 


~15.9-16.9 
~13.4-13.9 


ere hk 

Reg. grade..... ~13.4-13.9 
me: Paul, Minn. 

99 oct. prem.....16.18 

91 oct. reg. 13.43 


Mobile, Ala. 
Prem. grade... 16.6 
Reg. grade..... ~13.6 


Philadelphia, Pa. 
Prem. grade... 
Reg. grade..... - 


17,5-18.7 
14,5-16.2 


Port Everglades, Fie. 
Prem. grade... .. 14.8-16.9 
Reg. grade..... .12.8-13.9 


Savannah, Ga. 
Prem. grade. . --14.5A-16.9 
Reg. grade 12.5A4-13.9 


Tampa, Fla. 
Prem. grade 14.7-16.8 
Reg. grade 12.7-13.8 


Wilmington, 
Prem. grade 
Reg. grade 


Cc. 
14.25A-14.4 
12.254-12.4 


Okla. (Okla. Spt) 
99 oct. prem.. 1° ThActs. 5 
91 oct. reg. SABA 


Okla. Group we —- oor) 
91 oct. prem.. DASE 5A 
99 oct. reg. ret 


170 


North Texas 
oct. prem... ..14.75A-16.25 

98 oct. prem.....14. ‘ 

88 oct. r : j 


60 oct. & elow...12. 5A 
New ees exas 


60 oct. & below... °11.875-12.5 
East Texas 
99 oct. —w 
98 oct. p 22215.625-15. 4 
pars —. «w+» 12.625-13.75 

88 oct. «eee ee12.625-13.25 
60 oct. & below... 12.25-12.375 


Ark. (For shpt. to Ark. & La.) 
99 oct. prem... ..14.5 

94 oct. prem..... 

92 oct. prem..... 

91 oct. prem..... 

89 oct. prem.. 

86 oct. reg... 

84 oct. reg... .. 


Kans. (For aoe. + eed only) 
99 oct. prem.. 
91 oct. reg. 


Western Penna.—Bredford- Warren 
98 oct. prem... ..15 
93 oct. reg... .. ..13 


. .15.625-16 


Of City 
=... 
93 oct. reg... 


ocala Angeles District 
Pe - 


- 75-15 
13.25 


1000 oct, prem.., 
98 oct. prem.. 
94 oct. prem... 5 


84 oct. reg 


Tank Car: 

100 oct. prem.,...13. ey-14. 5 
98 oct. ae-s 13.15W-15.7 
94 oct. prem... 112. is ~14.6 


84 oct. reg 10.65W-12.6 


Tank Truck (400 gal. or more) 
98 oct. prem... . .21.3-22.3 
88 oct. reg... ..17.8-17.9 


Sap Franeleco District 
Tank Truek (400 gal. or more) 
98 oct. prem... . .21.8-22.8 
88 oct. reg... . —18.3-18.4 


Distillates & Fuels 


Gulf Coast Cargoes 
41-43 w.w. kero. .9-10 


Diesel oil, shore 
7“ eee 9.5- 
No. 4 fuel. . -$3 


n 
bunkers 


Baton Rouge, La. 
mg Rel. .10 
No, 2 fuel....... 
oe 
No. 5 fuel....... 
No. 6 fuel, no 
sulf. guar 
do barges 
Light 


unkers. . 
Heavy Diesel, 
bunkers... . $3.59 
Bunker C, 
bunkers... $2.304 


$2.52 


Boston, Mass. 
Heresion, No. 1.. i iieg 3v 


Bunker C, 
bunkers “4 53A-$2.614 
Buffaio, N 


Kerosine aye 
ag ery (a).. 


°.8.15 
(a) Prices of some sellers to bulk com- 
mercial consumers are 0.15¢ higher 


fang nga No. 1,.9.75A-11.35 
pte 9A-10.35 


“a pe: 8.45 
No. 5 ful, high 
ae 8.4 
No. ue, low 
akan 7.65 
No. 6 fuel, high 
eae: FS 


Cleveisnu, Oble 

No 5 tue! = 10,3° 
No.6 fuel. .. —9.5° 

* Delivered (leveland. 


forme Christ. Te 


No. 6 fuel, ne 
sulf, — ae eS) 


do barges 
Bunker 
bunkers 


Houston, Tex. 
Kerosine, No. 1...10. Ac. 6 
9.8754 


sh 
9,25-10.75 


eea-ishe 
Heavy 
bunkers. . — $3.64 


inker 
bunkers. 


NATIONAL 


Note B. 1-11.4 
No. No? fuel. 0.9-11.2 


Dao sis 9-11.2 


$2.37-2.47 
-34-2.44 


unkers, .. ... ..$4.662-4,746 
Bunker C, 
bunkers. .... ..$2.22 


Paul, Minn. 
era" oil No. t 10.434-11.45 
foal ig? 434-10.45 
.9-9.4 


No. 6 
0. feel high 


Mobile, A 

Rerecine, No. 1,.10 +] 
No. 2 fuel. ...... 

a 
unkers. .. ... ..$4.01 


sulf. guar 
do barges 


uel, no 
sulf. guar. 
do barges 
No. 


bunkers. . 
Norfolk, Va. 
Kerosine, No. 1. .10.5 
No. 2 fuel.......9.5 
oll, shore 
plants......... 9.8-9.9 


Diesel oll, shore 
Dae i 
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‘ no 
sulf. guar. 
do barges 

Bun 


bunkers 


Provid R41 
Kerosine, No. 1. .10.3 
2 fuel 9.3 


No. 6 fuel, 
sulf. Saad 
u do barges. . 


Diesel, 
unkers.......$4.14 
2 Oe on) 


sti. héadesa 9.375-10 
58 & abo 
Diesel. Reoeseous 9.375-9.625 
No. 1 fuel....... 9.125-9.75 
No. 2 fuel....... 8.375-9.12 
No. 6 fuel $1.904-$2.004, 


Okla. Group (Northern shpt.) 
44 w.W. 
.-9.375A-9.75A 


1.904 


New Mexice/W. Texas 
42-44 w.w. 
kerosine. .. .. .. 10.5-11.25 


“Sas 
kerosine..... ~ 10.5-11,1 
58 é above d.l. 


No. . fuel. 


ene (for Kan. destinations only) 
kerosine....... 9.8754-10.375 
52 & below d.i. a A 


0. 2 fuel 
345 gravity fuel. 10. 5 


Ol City 
Kerosine........12 


ittsburgh 
Kerosine 11.05W-11.95 
50 cetane Diesel. .10 eli 45 


ne teY-tL 
1 
” 00 gravity fuel.10.25 


California—Les Angeles Dist. 
Rack: 


Stove dist. 
PS =~ ~.8.25-12 
ta en 7.75-11.25 


t fuel 
300... ~- $2.80 


tL 

PS 100...... . ..8.25-15.3 
Ht ale .75-13.8 
Pa Fe cent 

PS 800 __ 92.15.35 
Tank Truck (408 gm. er more) 
40-43 w.w. 

kerosins. . . 19.3 
Stove dist 
PS 100. .... 2. 15.8 
Diese! 
PS 200... . . 14.3 
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Refinery and Terminal Prices 





San Francisce Dist. 
Tank Gar: 
41-43 w.w. 

kerosine 


et 
Sore aut. 
PS 100...... 15.8 


Diesel 
| = -14.3 
t feet 


Heavy fuel 
Ps 100. . $2.40-2.98 
Tank Truck (408 gal. or more) 
40-43 w.w. 


400. $2.58 


Merico 
Ships’ bunkers: US dollars per bhi « 
168 titers 


D $4.33 
Bunker C..... ~ $2.10 


Natural Gasoline 


Prices are to blenders on freight basis 
shown; shipments into tank cars on 
lines may originate in any Mid-Continent 
district. Prices on basis of last sale uniess 
otherwise designated. 


ean” 


FOB Breckenridge, Tex. 
G= 26-70 


LP-Gas 


Producers contract prices, tank safs 
= York 


ENS 8.05-8.3 
Philadelphia: west 
klahoma 
Grou 3.5-4 
Baton Rouge... .4.625 


Lubricating Oils 
Western Penna, 

Viscous Neutrais—No. 3 Col. Vis. at 
70° F. 

200 vis. (180 at 160°) 428 te 425 flash 
SR Cait meen 


Brigit stocks 
a 


Mid-Continent 

FOB Tulsa basis, for domestic shipment 
only, t stock, vis. at 210° seutrais, 
vis. at 100° 0-10 p.p. 


— Stock—Conventional 
200 vis. D 


150-160 vis. 
0-10 p.p., 95 vi. .26-27 
Neutral Oils—Conventionat—Pale Olts 


280 vis. No. 3 col.21.25 
300 vis. No. 3 col.21.5 


Neutral Oils—Solvents—95 vis. 
- - a 


Cylinder Stocks 
600 s.r. olive 
PS aes) 
Gulf Coast 
Solvent Refined Oils from ¥ Mid-Con- 
tinent grade crude: FOB ship at Gulf for 
export 
pone out vis. at 210 
160-160 vis. 
0-10 p.t. 95 v.L.. .26 


Neutral andi i 100; 86 v.1. 0-10 p.t. 


South Texas 
Vis. at 100° F., FOB S. Tex. refineries fer 
domestic and/or export shipment. 


19.25-20.25 
19.75-20.75 
20.25-21.25 


19.25-20.25 
19.75-20.75 
20.25-21.25 





Tank Wagon Prices 





Prices for gasoline do not include taxes; they Kerosine tank wagon prices also do not in- 
do, however, include inspection fees, amounts clude taxes; kerosine taxes where levied are 
of which may be obtained by writing to NPN. indicated in footnotes. Discounts, if any, are 
Gasoline taxes, shown in separate column, in- shown in footnotes. These prices in effect July 
clude 4¢ federal, and state taxes; also city and 15, 1960, as posted by principal marketing com- 
county taxes as indicated in footnotes. panies at their headquarters’ offices, but subject 

to later correction. 


Mobil Oil 


Mobilgas Gasoline 
(Regular) Mobilfuel Mobilheat 
Dir. Cons. Gasoline * Mobil Kerosine *(No. 2 Fuel) 
2 Yard T.W. 


Taxes T.c, T.W. T.C. Yard 


New York City 
Manhattan........... . 


. 
. 


two! wWeonmuEnruUnmenee? we: w: ! 


Mt. Vernon, N. Y 
Albany 
Binghamton. . 
Buffalo 


>> 
a ae 
ow. wo wi 
Dow: om wt 
a 
a 
a 
i ea a od 
> bOROES SES 
O™OO KK We 


Plattsburg 
Rochester 


ond 


weSeowoso-—Sow: wo: wo: ! 
‘ epennemnecin ‘ 
> WOWSSH—-—SoLww: ww! 


eerer 
t PUWMONDMoSoOnwe: wol 


uo 
uo 


at et te tet et et et et pt pet et et et fet ep fd 
uo 


Boston, Mass 
Manchester, N. H 
Portsmouth 
Providence, R. |....... 
Burlington, Vt. 

Rutland 


*Com. cons. t.c. prices 0.15¢ higher. 
Taxes: NYC prices are ex 3% city sales tax; Syracuse prices ex 2% city sales tax. , 
“oon Mobil Kerosine & Mcbilheat—NYC (all boroughs) & Mt. Vernon, t.w. less 0.5¢ for deliveries of 3C0 gal or more. Mobilfuel Diesel—All points, t.w. less 0.5¢ for deliveries 
r) gal or more. 
Notes: Premium-grade t.w. prices 3.5¢ above regular. Jamestown tc. prices are delivered, all other t.c. prices FOB bulk terminals, 


_ 


‘ Fow: woowow: Se: 
> How 


. 


t ww: Noeorw wow: 
-— 


14.9 


SAAD AAAAG- o 


DMO tO RODOWMEN: wou YeNNN? 
00 00 © 00 00 & 00 00 en in: 


pt pet tet et tt lt Pat le @ 
et) 
ae pt pet tet et et bt pt pt 

ps tet pt pt 

_- 


Atlantic Atlantic Gasoline Esso Esso Gasoline Kerosine 


(Regular)] 


Refining ; Tr «= Standard % oe 


and 
fine No. 1 Fuel 


14,2 
14,2° 


Philadelphia, Pa 
Reading 
Allentown 
Harrisburg 
Wilkes-Barre 


bead 
o 


Atlantic City, N. J............. 14.9 
Newark 14.9 
Baltimore, Md 
Cumberland 
Washington, D. C 
Danville, Va. 


e 

Greensburg 

Wilmington, Del........ 
Hartford, Conn 


o> a bt et bd pt td 
parpertertartartertatartatatatatatatayalant ala ay—\—1— 7.) 


PAAADAGH 
moooooooceooo CoS OS oOo S OSC oS Oooo OOO 


Roano 
Charleston, W. Va 
Fairmont 
Parkersburg 
Wheeling 
Charlotte, N. C 


ae et tet et et et tet ttt 


ood oe 


Spartanburg 
New Orleans, La. 


SPwWWOOIanan cngIen a GIG" 


Alexandria 
Lake Charles 


New Iberia 
Knoxville, Tenn 


eet et et et at et pet et tee 
: Ae ANA aPor - . ‘ 
+ =O: ODUMENONMDMW: - ae 


Cl el ell ell eel ol oe 
cocooooeooooSooMMoDcooOOCOCOCSOSCOO 


=e OOOCOCS 
ee et et et a et tet tt te tt ed ett pt 


a-Fair-trade minimum service station price. 

b-Fair-trade minimum service station price 

c-Fair-trade minimum service station price 20.9¢ Little Rock, A 
*Prices a 


ww OO OOO O~1O~1 HWM D ODO OWOHOHWOWYO 





ree 
PPPwerePw 
Cee ee eee 


TT eT rr 

PawETK, TB. ccccvccvcesecveceesessssoeseses eeccce cee 
a — reas 2 e ne: teiciehanniii ott} Ree D.C: 1/660 gel tied sdienbeeesbauesececas esee 
: Premium-g .W. Dp .5¢ above regular. nna. ashington, D. C. 1,050 gal minimum..............- ovecce 
vertes of 100-289 


for t.w. deliveries under 150 gal at one time. Camden—Add 1¢ for dell . 
gal, 2¢ for under 100 gab Taxes: Louisiana kerosine prices do not include 1¢ state tax. 


Notes: Kerosine/No. 1—Atlantic City and Newark sarees are for deliveries of 300 gal 
or more: add 1¢ for 100-299 gal, 2¢ for less than 100 gal. Premium-grade t.w. prices 
2.5¢ above regular. 
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Indiana 
Standard 


Dir. 
T.W. 


16.4 
16.8 
16.8 


168 
> is. i 
Milwaukee. Wis....: 1: H 


+ 
© 
o 


cooumccooo: 


Established tank wagon prices are shown below. Some 
temporary prices may be in effect in one or more localities, 


Red Crown Gasoline 
Regular 


Standard 
Furnace Oil 
100 gal 
and over 


om oat oat ome 
SSS-—wedSwss 
oo 


(a) See below for prices on larger quantities. (b) 14.9¢ for 750 gal & over. 


Standard Furnace Oil 
100-389 400 gal 1-749 
gal gal 


& over 
Chicago. 14.4 13.9 10.95 


100-174 


Taxes: St. Louis C=~p ry tax includes 1.5¢ city tax. Des Moines kerosine & furnace 
ude 7¢ state tax. State sales, occupation, consumer & use taxes to 


oll prices do not inc 
be added, where applicable. 


Stanolex 
760-1,499 
gal 


176-849 
gal 


Fuel A Stanolex Fuel 
1,500 gal 1-1 

& over 

10.7 10.2 10.55 9.3 


Standard Furnace Oil 
= gal 1-349 350 gal 
& over gal & over 


15.2 14.7 ases eses 
ecco ecee 13.9 13.9 


Discounts: Red Crown c.t.w. prices at some points subject to varying discounts for 


quantity deliveries. 


Continental Oil 


(N.B. Ss. cae Continental’s tank 
vay Went Ginee chown beeen of toad 
conditions.) 


Concoe 
Gasoline Gaso- 
T.W. line 
(Regular) Taxes 
Denver, Colo. 18.0 
ind J 


16.43 


Taxes: Gasoline taxes include these 
city taxes; en oy & Roswell, 0.5¢; 
Santa Fe, Cheyenne & Casper, 1¢. 


Discounts: Salt Lake City & Twin 
Falls craoine » re + eb tes for deliveries 
of less than 200 ms deduct 

.5¢; 400 gal & & deduct 1 


Notes: Premium-grade tw. at 3.5¢ 
above regular. 


*Prices apply to dealers and consumers 
except Oklahoma points where consumer 
prices are 1¢ higher. 


Texaco 


Dallas, D ate 
Ft. Worth 
Wichita Fails. 
Amaril 


San Antonio. 
Port Arthur. . 
Gasoline taxes: 9¢ 
Notes: Prices are for min. 25-gal. de- 
liveries. Gasoline—Premium-grade tw. 
ae 3.5¢ above regular. Kerosine— 
tices apply to dealers & consumers. 


Kentucky Standard 


Gaso- Kero- 
Castes ine sine 
T.W. Taxes T.W. 


Atlanta, Ga... 16.9 10.5 15.9 


8 12.0 15.8 

jechace, Miss. 17.0 11.0 16.1 
Jacksonville, 

11.0 15.9 


Fla 16.6 
Louisville, Ky. 16.7 11.0 16.1 

Taxes: Birmingham gasoline taxes in- 
clude 1¢ Jefferson County tax. Kerosine 
taxes not included in prices: Georgia 1¢; 
Mississippi 0. 

Note: Current net prices may differ 
fromfthose listed because of temporary 
local conditions, 


Tank Wagon Prices 





Standard of Ohio 


. 
caf 
aff 
afF 
aft 


nt Os bet eet pent peat peat bet emt Pt 
wi 
BBSSSSSSsEEs 
COOCOCOCWOOOCCWOww 
A EL 
saab saat nat sam at at seer td 
cocoococoeoo 
dd 
ANS ND & Ha ° 
MR OCOWNM Grr 
ee et et 
ADM & ND & HD 
WNHWOWBWNraNN 
PARR A EN a 
WHOSBWNONNr 


rr 
ADuanw 
Now 
tt tet pet 
Mou 
wVInw 
edn 
ON a 
ving 


Youngstown 
Zanesville 
Notes: Kerosine, Nos. 1 & 2 Fuels—Prices are @ for 100 gal or more; for 50-99 gal, add 
1¢; 1-49 gal, add 2¢. Premium-grade prices: consumer tw. & s.s. 4¢ above regular, re- 
sellers 3. Le above regular. S.S. prices are at company-operated stations. 
*Summ «idiscount of 0.5¢ on t.w. distillate sales. 


Standard 


of California 


Chevron Gasoline ow’ 
(Reguiar) Taxes (Kerosine 

San Francisco, Calif. 18.3 10.0 19.8 
17.8 10.0 19.3 
10. 21.8 
22.7 
22.4 
21.8 
21.8 


_ 
~ 
oO 


Prices are tank truck postings, ex all taxes, ap- 
ying for deliveries of 400 gal or more; see 
en for other deliveries. 


1 
l 


Salt L Lake City, Utah 
Honolulu, Hawaii. . 
Fairbanks, Alaska. . 


eer: 
WO UM OM: 


0 
0 
0 
0 
5 
5 
0.5 
0 
0 
5 
0 
0 


BBSSSoreeseeu 
Ore Pw VONOO~W: 


9. 
0. 
0. 
10. 
2 
10: 
0. 
2. 
1, 
1, 


S 


*Standard No. 2 Burner Oil. : . 

Taxes: Honolulu—Diesel/Furnace oil price is ex 1¢ state tax; all prices are ex-Hawaiian 
gross income tax of 0.75% wholesale and 3.5% retail. 

Notes: For other deliveries— 

Chevron (seguiar)—Add to 400-gal-and-over price 1¢ for 40-199 gal, 0.5¢ for 200-399 
fal. except to marine trade in Alaska where 0. Bs differential applies to 40-399 gal; for 
ess than 40 gal, add 5¢ gal, except at Honolulu add 5¢ for less than 40 gal to marine 
trade and less than 100 gal to shoreside trade. Chevron Supreme (premium) prices are 
‘f, ea, ree than Chevron (regular) for quantity delivered at all points except Salt Lake 

3.5¢. Chevron Custom Supreme gasoline is 5.5¢ gal higher than Chevron gasoline 
wane available. 

Kerosine—Add to 400-gal-and-over price 11¢ for less than 20 gal, 6¢ forj20-199 gal, 
3¢ for 200-399 gal; tank car/truck trailer, deduct 3.5¢. 

Diesel, furnace '& stove oils—Add to 400- -gal-and-over price 5¢ for less than 40 gal, 
1¢ for 40-199 gal, 0.5¢ for 200-399 gal. 


(Prices are per imperial gal; to arrive at price per U. S, 
gal, subtract 1/6th.). 
Esso Furnace 


Esso Gasoline 
¢ Kerosine (No. 2 Fuel) 


— Oil 
Regular) Gasoline 


St. John’s, Nfld ; 17.0 
Halifax, N. S.. seaeeenehen : 17.0 
St. J ‘ 15.0 
Charlottetown, P. E. I. shen ‘ 16.0 
Montreal, Que. 
Toronto, ‘Ont. 
Hamilton, Ont... 


~ 
w 
oO 


Calgary, A 

Edmonton, Alta. 

WRRRIIIE, GE Gin cc cccasecesss 
Taxes: Gasoline taxes are provincial taxes. 
Note: Premium-grade t.w. 5.0¢ above regular. 
*Subject to 1¢ gal special allowance. 


et tet tent tet tet et et tet 


CoOONN KK ww 
ooocoococeo 








Stop 


ONE RATE ON A CARD. CARDS AVAILABLE FROM .07 TO .351 IN 1/10c STEPS ONLY 
EACH CARD SHOWS 1 TO 999 GALS. GALLONS PRINTED IN RED, PRICES IN BLACK 


New Feature: 1000 to 9000 GALS. in 1000 STEPS. pe Description on =n Request est | 
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Gasoline Markets 





Gasoline Prices for 55 U. S. Cities 


Dealer tank wagon and retail prices for regular-grade(house-brand)gasoline, and taxes 
in 55 representative U. S. cities on July 1, 1960 as compiled by National Petroleum,News 


are shown below. Figures are in ¢ per gal; (i) and (d) indicate increase or decrease as 
compared with June 1, 1960. Tax col. indicates only motor fuel taxes levied as such. 


Average U.S............... 
Portiand, Me. 

Manchester, N. H 

Burlington, Vt. 

Boston, Mass 

Providence, R. |............ 
Hartford, Conn. 

Buffalo, N. Y. 

. _ § & Se 
4 eee 


Philadelphia, Pa 


Norfolk, Va 
4 8 eee 
Charleston, S.C............ 


Birmingham, Ala. .......... 
Jackso 


Louisville, K 
Cleveland, Ohio 
Cincinnati, Ohio. . 
Indianapolis, Ind.. 
Chicago, III 
Detroit, Mich 


Dir. T.W. 
(ex tax) 
1-16.14 
i-14.80 


Ser. Sta. Tax Ser. Sta. 
(ex tax) (incl. 4¢ federal) (incl. tax) 


i- 21.15 
i-18.90 
i-19.90 

40 


22. 
i-18.40 


i- 10.15 
11.00 
11.00 
10.50 


tt et 


NK OF Ke OOOO COCO wo 


’ bm oe 28 
N RMwWwNew 
co S88382 


$8 $3888 SESES SESES SESES SESEE 


SRBy Rermny 
eS SSR8 


-—o oo 


Be RSBRY SBSss 8 


rt a 
w 
& 

es 


Dir. T.W. 
(ex tax) 


Twin Cities, Minn.......... 16.80 


Dallas, Tex 


Albuquerque, N. M. 
Denver, Colo. 
Cheyenne, Wyo. 
Great Falls, Mont. 
Boise, Idaho 

Sait Late City, Utah 
Reno, Nev. 
Phoenix, Ariz. 

Los Angeles, Calif. 
San Francisco, Calif 
Portland, Ore. 
Seattle, Wash 
Spokane, Wash 


*includes 0.5¢ city tax. 
**includes 1¢ city tax. 


. Sta. 
(ex tax) 


8 
Es 


& S888 Seess seese seses sess’ 


8 SESE BEER 


o 
. 


8 SSLss SIVeR SNss 


oo 


Tax Ser. Sta. 
(incl. 4¢ federal) (incl. tax) 

9.00 1-31.40 
1-32.90 
33.90 


tee ee 
8 


Not ee 


ss 


8 8sese 8888 


& SSEBS SSlse SERVE RISSs se 
S$ $8888 SEESE SESEESE SEssss 


-_ 


S 55550555555 
8 88888 ssses se 


-2aa 


88888 88888 Sssse ssssssessss 


dk — del cel aed aed aed adil aed ded ed ed dd 


COOOCrR Re ee 


***includes 1.5¢ city tax. 


és 
= 
8s 


Milwaukee, Wis. 





Built for fast, 


cost-saving deliveries New doors 


opened when 


Gaigg 
discovered 


| 


TIME SAVER: 


ROPER SERIES 3600 TRUCK PUMP 


A quarter-century ago, Kenneth B. Ottsen, President, Ottsen & Sons 
Oil Company, Cedar Rapids, Iowa, discovered the world’s richest, 
most complete motor oil—Pennzoil. “I’ve never had a failure in 
Pennzoil-lubricated vehicles!” this oil jobber says. “‘And Pennzoil 
opens doors to bigger turnover and extra profits—from all my lines.” 
Pennzoil motor oils and lubricants give Mr. Ottsen these selling ad- 
vantages: nationwide product acceptance; Pennzoil cooperative plans 
and dealer programs; and outstanding service aids, like the exclusive 
Pennzoil Kontax System. All backed by Pennzoil’s 35 years of top mer- 


chandising and advertising experience. 6 TT Your > 
e Pen 
go’ Pur Yvan, 
ve 


40 TO 300 GPM ¢ PRESSURES TO 100 PSI 


Time is money! And speedy Ropers help keep de- 
liveries en schedule because they make short work 
of liquid transfer . . . their rugged, service-proved 
construction makes them highly dependable for day- 
in, day-out heavy duty operation. There’s a Roper 
in the size to fit your needs, whether pumping thick 
or thin clean liquids. Next time — specify Roper! 


| ROPER 


ROTARY PUMPS 


The profitability of Pennzoil’s product 
leadership, supported by sound sales, 
advertising and promotion policies, is 
proved by the success of distributors 
who have featured Pennzoil for years. 

Member Penn. Grade Crude Oil Assn., Permit No. 2, Oil City, Pa. 


Roper Hydraulics, Inc. 


COMMERCE, GEORGIA 
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Gasoline Markets 





Gasoline Consumption by States, February, 1960 


Tax Rate* —_—__—__—_——- Month of ———_—_—_——___ -—— 12 Months Ending With —— 
February January, 1960 February, 1960 February, 1959 February, 1960 February, 1959 
Gallons Galions Gations Gallons Gallons 


76,623, 4 74,101,000 70,486 ,000 150,724,000 148 579,000 

5, 124/000 4,998,000 4,536,000 , 122,000 9,072,000 
41,448,000 ,370, 77,980 ,000 
39, 187,000 , 183,000 82,372,000 
455,756,000 432;746, 000 912,870,000 896 ,658 , 000 


49,491,000 43,584,000 97,485,000 96, 152,000 
58, 154,000 55,179,000 114,656,000 116,063,000 
14,934,000 1 13,585,000 28 ,678 ,000 29,276,000 
16,420,000 15,668,000 32, 159,000 32,795,000 
163, 469,000 164,093,000 156,000, 000 327 , 562 ,000 314,598,000 


103,548,000 204 , 130,000 196,312,000 

,622, 30,971,000 25, 835,000 
17,369,000 000 34,097,000 34,669,000 
222,128,000 435, 153,000 428,094,000 
131,654,000 128, 257,000 121,097,000 259,911,000 246 , 665,000 


85,348 ,000 73,234,000 80, 179,000 158, 582,000 157,658,000 
74,155,000 71,762,000 80, 309,000 145,917,000 144,589,000 
68, 369,000 62,493,000 62,836,000 130, 862,000 129,354,000 
69,014,000 71,092,000 69, 809,000 140, 106,000 146,871,000 
23,360,000 23,018,000 21,139,000 46 ,378 ,000 43,900,000 


68,029,000 64,582,000 137 , 839,000 133, 134,000 
105,807 ,000 100,521 ,000 214,970,000 208 , 986 ,000 
196,613,000 183, 333, 000 ,915, 382,693,000 
89, 208 ,000 80, 937,000 i173, 497,000 
53,083,000 45,233,000 42 4 000 98,316,000 96 ,023 ,000 


124,384,000 120,724,000 118,561,000 245, 108,000 247,192,000 
17,174,000 19,790,000 15,878,000 36 , 964 ,000 35,372,000 
39, 458 ,000 36 , 906 ,000 35,931,000 76, 364 ,000 76 ,533 ,000 

9,706,000 10,367 ,000 9,944,000 20 ,073,000 19,380,000 
14,738,000 14,502,000 14,085,000 29, 240,000 29,122,000 


153, 166,000 150,451,000 140,591,000 303,617,000 
30, 148, 000 36,086 ,000 59,410,000 
324,152,000 304 628 , 889 ,000 
110,493,000 228 605,000 
18,555,000 ,493,000 6,0 37 ,048 ,000 
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56, 341,000 
22, 303” 7000 
92/087, 000 
342;552,000 
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Washington 
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& 


84; 174,000 179,857 , 000 178,084,000 
8,900, 000 21,679,000 20,012,000 


4,324,403 ,000 9,109, 129,000 8,953, 543,000 
154, 443,000 151,819,000 151,755,000 
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Change from previous year: 
Total Change , 


¢ These are State tax rates per gallon. in addition there is the Federal Tax of four cents (4¢) per gallon. 
* Includes actual reported taxable gallonage, plus estimate of non-taxable gallonage for which separate figures are no longer reported beginning January 1960. 
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Coming Meetings 





AUGUST 


National Congress of Petroleum Retailers, 
14th annual meeting, Shamrock-Hilton 
Hotel, Houston, Aug. 14-19. 


Intermountain Oil Jobbers Assn., annual 
meeting, Canyon Village Hotel, Yellowstone 
Park, Wyo., Aug. 24-26. 


SEPTEMBER 


New Mexico Petroleum Marketers Assn., 
annual meeting, Western Skies Hotel, Albu- 
querque, Sept. 11 (preceding NMPIC). 


New Mexico Petroleum Industries Com- 
mittee, annual meeting, Western Skies Hotel, 
Albuquerque, Sept. 11-13. 


Missouri Petroleum Assn., Columbia Coun- 
try Club, Columbia, Sept. 12. 


API Marketing Division, lubrication com- 
mittee meeting, Hotel Traymore, Atlantic 
City, Sept. 14. 


Florida Petroleum Marketers Assn., semi- 
annual meeting, Barcelona Hotel, Miami 
Beach, Sept. 14-16. 


Western Petroleum Refiners Assn., Rocky 
Mountain regional technical-industrial rela- 
tions meeting, Henning Hotel, Casper, Wy- 
oming, Sept. 14-15. 


National Petroleum Assn., annual meeting, 
Hotel Traymore, Atlantic City, Sept. 14-16. 


Michigan Petroleum Assn., semi-annual 
meeting, Grand Hotel, Mackinac Island, 
Sept. 15-17. 


Ohio Petroleum Marketers Assn., fall con- 
ference and golf tournament, Netherland 
Hilton Hotel and Meketewah Country Club, 
Cincinnati, Sept. 20-21. 


Oil Trades Assn. of New York, annual 
summer golf outing, Westchester Country 
Club, Rye, N. Y., Sept. 22. 


Desk & Derrick Club, 9th annual conven- 
tion, Sheraton-Cadillac Hotel, Detroit, 
Sept. 23-24. 


Pennsylvania Petroleum Assm., Pocono 
Manor Inn, Pocono Manor, Sept. 25-27. 


Mississippi Oil Jobbers Assn. and Alabama 
Petroleum Jobbers Assn., fall convention 
and trade show, Buena Vista Hotel, Biloxi, 
Sept. 25-27. 

Independent Oil Compounders Assn., an- 


nual meeting, Hotel Moraine on the Lake, 
Highland Park, Ill, Sept. 25-27. 


Georgia Oil Jobbers Assn., fall convention 
and golf tournament, Radium Springs, Al- 
bany, Sept. 26-27. 


Virginia Petroleum Jobbers Assn., semi- 
annual meeting, Hotel Roanoke, Roanoke, 
Sept. 26-27. 


Virginia Oil Men’s Assn., Hotel Roanoke, 
Roanoke, Sept. 28. 
OCTOBER 


API Marketing Division, operations and 
engineering committee meeting, Hotel Sham- 
rock, Houston, Oct. 3-5. 


Colorado Petroleum Marketers Assm., 6th 
Hotel, Colo- 


North Carolina Oil Jobbers Assn., Grove 
Park Inn, Asheville, Oct. 9-11. 


Tennessee Oil Men’s Assn., fall convention, 
Andrew Jackson Hotel, Nashville, Oct. 9-11. 


American Petroleum Credit Assn. and 
Assn. of Eastern Petroleum Credit Man- 
agers, annual meeting, Roosevelt Hotel, New 
York City, Oct. 10-12. 


API Marketing Division, marketing re- 
search committee meeting, Baker Hotel, 
Dallas, Oct 10-12. 


Indiana Independent Petroleum Assn., fall 
convention and trade show, Hotel Severin, 
Indianapolis, Oct. 10-11. 


South Dakota Independent Oil Jobbers 
Assn., annual convention, Marvin Hughitt 
Hotel, Huron, Oct. 12-13. 


West Virginia Petroleum Assn., annual 
meeting, Daniel Boone Hotel, Charleston, 
Oct. 13. 


Empire State Petroleum Assn., Hotel Astor, 
New York City, Oct. 16-18. 


National Assn. of Oil Equipment Jobbers, 
annual meeting and trade show, Sheraton- 
Jefferson Hotel, St. Louis, Oct. 16-18. 


American Society of Mechanical Engineers 
and American Society of Lubrication Engi- 
neers, joint lubrication conference, Statler 
Hotel, Boston, Oct. 17-19. 


Fuel Merchants Assn. of New Jersey, annual 
meeting and trade show, Hotel Haddon Hall, 
Atlantic City, Oct. 18-21. 


Nebraska Petroleum Marketers, annual 
meeting and trade show, Sheraton-Fontenelle 
Hotel, Omaha, Oct. 18-19. 


Independent Petroleum Assn. of America, 
annual meeting, Statler Hilton Hotel, Dallas, 
Oct. 23-25. 


Burning Oil Distributors Assn. of Chicago, 
annual fuel oil symposium, Grand Hotel, 
Point Clear, Ala., Oct. 23-27. 


North American Gasoline Tax Conference, 
LaSalle Hotel, Chicago, Oct. 23-26. 


Society of Automotive Engineers, national 
transportation meeting, Hotel Leamington, 
Minneapolis, Oct. 25-27. 


Oil Trades Assn. of New York, 45th annual 
banquet, Waldorf-Astoria Hotel, New York 
City, Oct. 26. 


Assn. of American Battery Manufacturers, 
Palmer House Hotel, Chicago, Oct. 27-29, 


National Lubricating Grease Institute, annual 
meeting, Edgewater Beach Hotel, Chicago, 
Oct. 31-Nov. 2. 


Petroleum Packaging Committee, Packag- 
ing Institute, 22nd annual national packaging 
forum, Statler-Hilton Hotel, New York 
City, Oct. 31-Nov. 2. 


NOVEMBER 


Society of Automotive Engineers, national 
fuels and lubricants meeting, The Mayo 
Hotel, Tulsa, Okla., Nov. 3-4. 


National Oil Jobbers Council, Morrison 
Hotel, Chicago, Nov. 9-12. 


API Marketing Division, annual meeting, 
Congress Hotel, Chicago, Nov. 14-16. 


American Petroleum Institute, 40th annual 
meeting, Conrad Hilton Hotel, Chicago, Nov. 
14-16. 


American Society of Mechanical Engineers, 
annual meeting, Statler Hilton Hotel, Nov. 
27-Dec. 2. 


DECEMBER 


Interstate Oil Commission, West- 
ward Ho Hotel, Phoenix, Arizona, Dec. 5-7. 


Oil Industry TBA Group, annual meeting, 
Chase-Park Plaza Hotels, St. Louis, Dec. 5-6. 


Private Truck Council of America, Inc., 


fleet maintenance exposition, The Coliseum, 
New York City, Dec. 5-8. 


p>First Listing 





Pacific Oil Conference, University of 
Washington, Seattle, Aug. 8-11. 


P Virginia Petroleum Jobbers Assn., 
Richmond Professional Institute, Rich- 
mond, Aug. 15-17. 


Illinois Petroleum Marketers Assn., 
Robert Allerton Park, Monticello, Sept. 
11-14. 


National Tank Truck Carriers, Pur- 
due University, Lafayette, Ind., Sept. 
11-14. 


South Carolina Oil Jobbers Assn., Uni- 
versity of South Carolina and Wade 
Hampton Hotel, Columbia, Sept. 27- 
28. 





MANAGEMENT INSTITUTES 


Iowa Independent Oil Jobbers Assn. 
State University of Iowa, Dodge City, 
Oct. 17-19. 


Pennsylvania Petroleum Assn., Penn 
State University, University Park, Oct. 
23-26. 


Louisiana Oil Marketers Assn., Louisi- 
ana State University, Baton Rouge, 
Nov. 10-12. 


Alabama Petroleum Jobbers Assn., 
Louisiana State University, Baton 
Rouge, Nov. 16-17. 
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AVONCRAET Package” Stations 


PORCELAIN ENAMEL 


"FUNCTION 
and lasting seauly 


Here are “package” service 
stations that have the industry talk- 
. Ease of Maintenance 
ing—and no wonder! Avoncraft gets you on Flexibi 
hah 9 exibility of Design 
__ the profit side of the ledger fast—average construc- Movability 
tion time is from 10 to 12 working days, once the founda- Lasting Quality 
tion is in. When completed—Avoncraft stations re- Competitive Cost 
quire only minimum maintenance 
sparkling porcelain enamel finish 
never mars, never dulls. 


Construction Speed 


Avoncraftt is building in most areas now. 
May we send free color brochure with 
more details? 


AVONDALE MARINE WAYS, INC. 
¢ Re *, AVONCRAFT 


~ oO. BOX 1030 . PHONE UNiversity 6-4561 + NEW ORLEANS 8. U.S.A 





You'll 
Worla's Peeks Fines! cash in 
on this 


Nel! 


SHIMIBIOIH 
VALVOLINE Ht 


MOTOR O!F | 


| 
Now...with miracle CHEMALOY 


Here’s why it makes dollars and sense for you V You get point-of-sale help. Valvoline supplies 
to make the move to Valvoline... you with sales aids of all kinds . . . designed to 
catch the customer’s eye and put extra profit 
in your pocket! 


You get the help of a bright new package, 
designed for attention, impact and sales. 
Write, wire or call Valvoline today for all details 


You get the help of miracle Chemaloy ... a on how you can cash in! 


development of advanced research that makes 
Valvoline the world’s most modern motor oil. 


- 


You get national magazine advertising, with | a couse van nou SPORTS 
full-color ads in Saturday Evening Post, News- es | ILLUSTE 
week, Sports Illustrated and Sports Cars Illus- ‘ 
trated ... more than 140 million advertisement 
exposures! 


VALVOLINE OIL COMPANY e Refinery—Freedom, Pennsylvania e Home Office—Ashland, Kentucky 
Division of Ashland Oil & Refining Company 
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Oil Men Honor Chal Burns 


RICHFIELD TWENTY-NINERS gather to honor Chal Burns on his retirement. 
Seated (left to right) are H. R. Deull, K. P. Buckley, Burns, F. H. Meeder, M. F. 
Braeckel, L. H. Setzer. Standing are R. F. Glock, R. T. Westmoreland, H. G. 
Meyers, S. B. Gelfer, W. S. Kimber, G. L. Savory, J. E. Dyer. 


W. CHALMERS BURNS won't forget 
his retirement as president of Hartoi 
Petroleum Corp. too soon. 

About 40 of his long-time friends 
in the industry gave him a testimonial 
luncheon in June at the Racquet and 
Tennis Club in New York City. The 
idea was conceived at the API market- 
ing in Cleveland this spring (where 
Burns was also honored). 

Wiley Butler, president of Coastal 
Oil Co., was chairman of the testi- 
monial committee and Fred Meeder, 
president of Richfield Oil Corp. of 
New York, and John Harper, president 
of Harper Oil Co., handled the lunch- 
eon details. 

As a gift, the members of the testi- 
monial committee presented Burns 
with a silver cocktail tray engraved 
with the signatures of his old friends 
in the oil industry. 

Later on in the month, Burns was 
honored again, this time by the Rich- 
field Twenty-Niners. The jobber or- 
ganization, composed of seven charter 
and six honorary members,’ held its 
annual meeting and dinner at the 
Savoy-Hilton. Burns, who is an honor- 
ary member of the group, was presi- 
dent of Richfield from 1935 to 1948. 
He and Richfield’s present president, 
Fred Meeder, have been friends since 
the early twenties when they both were 
associated with James B. Berry’s Sons 
Co. 

After enjoying filet of Boston sole 
marguery with Burns, the Twenty- 
Niners helped him review his life with 
the aid of a “This is Your Life” book 
illustrated with cartoons depicting 
various highlights of his 40-year career. 


BURNS looks on as R. T. Westmore- 
land, permanent chairman of the 
Twenty-Niners, displays newspaper 
article honoring Burns. 


In his home town of Redding, Conn., 
Burns is just as well thought of. 

He and his wife Maudie live on a 
30-acre farm with an eight-acre lake 
on it. The lake’s well-stocked, and 
Burns says he goes fishing at least once 
a week almost all year round. 

He and his wife are also great dog 
fanciers, and their Chalburn kennels 
have produced many fine cocker 
spaniels and great Danes. Perhaps the 
most famous dog from the kennels 
was “The Dream Boy of Chalburn,” 
a champion cocker spaniel which was 
pictured on the cover of Life magazine 
back in 1949. 

As for his postretirement plans, 
Burns says “I want to keep my hand 
in the petroleum field” and have an 
office in New York City. He and his 
wife like to travel, but will always 
keep their Redding farm as “home 
base.” 
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About Oil People 





NPN's 

Oil 

Hall of 
Fame 
Adds Two 
New 
Members 


See next page 





About Oil People 
Two Pioneer Oil Men Join NPN's Oil Hall of Fame: 





Yankee Independent 


Fourth-generation head of Jenney Manufacturing Co., 
Charles S. Jenney (1886-1956) led his firm to the top 
ranks of U.S. independents. A family whale-oil business at 
its founding in 1812, its big products were kerosine and 
lubes when Jenney joined it in 1904. Transition to gasoline 
followed; in 1915, as general manager, Jenney built New 
England’s first drive-in station (still in business today). In 
his 21-year presidency, he developed a chain of over 600 
stations in four states, priced even with the majors and 
made fourth place in the Greater Boston market. Jenney 
typified the spirit of the independent in an area where only 
the hardiest survived. 


Voice of Free Enterprise 


Son of the founder of Sun Oil Co., J. Howard Pew 
(1882- ) left his impress on company and industry. 
Sun was a small firm with modest holdings when Pew 
became president at 30; when he retired in 1947 it was a 
fully integrated 23-state marketer. Active in API, he 
fought government intervention in business, believing that 
restraints on economic freedom could only lead to loss of 
individual liberty. Pew joined Sun as an engineer in 1901, 
soon found a process to make lubricants from asphaltic 
crude. As president, with his brother Joseph and his 
nephew Arthur, he formed Sun Shipbuilding, pioneered 
early gasoline pipeline and commercial catalytic cracking 


NPN’S OIL HALL OF FAME was established one year ago, in conjunction with the oil indus- 
try centennial celebration. Twenty-four charter members (opposite page) were elected then, with 
additions to be made annually. Candidates are honored for their contributions to industry progress 
and their influence on the course of marketing. Nominations from readers are entertained; a board 
of NPN editors makes final selections. 

This year’s additions represent two proud families in the oil business—the Jenneys of Boston, 
the Pews of Philadelphia. Each man, in his way, built a small company toward greatness, and 
helped to mold the tradition of hard, progressive competition that distinguishes the oil industry. 








NEWS NOTES 


Union Oil Co. has eliminated its de- 
partment of transportation and supply 
and reassigned its functions to two other 
departments and divisions. 

The marketing department and the 
Pacific Coast field operations division, 
will handle the duties of the defunct de- 
partment. 

In the change, E. L. Hiatt, former vice 
president of transportation and supply, 
becomes manager of the company’s newly 
created Glacier division. C. H. Finnell, 
director of marketing, assumes the addi- 


180 


tional responsibilities of distribution of 
product, operation of all marketing of 
automotive equipment, all distribution 
terminal facilities (now to be known as 
marketing terminals), and the Edmonds 
asphalt refinery. 


G. H. Hemmen, formerly refinery man- 
ager, becomes general manager of dis- 
tribution, a new post. He was recently 
promoted from the research department. 


Reporting to Hemmen will be John R. 


Pownall as manager of marketing engi- 
neering. He assumes responsibility for 
engineering and construction activities re- 


lating to marketing. R. N. Creek will 
coordinate traffic activities for Union as 
manager of marketing transportation. 
R. C. Diehl, who becomes manager of 
marketing supply, will be responsible for 
coordination of product requirements, 
exchanges, and purchases. 


Six new distribution supervisors have 
also been appointed by Union at .the 
division level. They are: J. W. Hastings, 
northwest division; F. K. Lord, Oregon 
division; C. R. Hand, California north 
coastal division; E. B. Bevan, California 
central division; W. V. Criddle, Califor- 
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NPN’S OIL HALL OF FAME: The Charter Members 


A. C. Bedford 
1864-1925 


H. L. Doherty 
1870-1939 


Allan Jackson 
1876- 


H. F. Sinclair 
1876-1956 


M. L. Benedum 
1869-1959 


J. C. Donnell 
1854-1927 


ba 


K. R. Kingsbury 
1876-1937 


W. G. Skelly 
1878-1957 


C. A. Canfield 
1848-1913 


E. L. Drake 
1819-1880 


E. W. Marland 
1874-1941 


Lyman Stewart 
1840-1923 


J. F. Cullinan 
1860-1937 


H. R. Gallagher 
1883-1949 


W. L. Mellon 
1868-1949 


W. C. Teagle 
1878- 


y 


B. G. Dawes 
1870-1953 


W. T. Holliday 
1884-1950 


Frank Phillips 
1873-1950 


J. A. Vickers 
1890-1940 


E. L. DeGolyer 
1886-1956 


J. M. Houghland 
1888-1959 


J. D. Rockefeller 
1839-1937 


R. S. Williams 
1898-1956 





south coastal division; and W. IL 


Havland, southwest mountain division. 
« 
J. E. Swearingen continues as president 


and 


Products. 
American 


of the parent company. Gunness will co- 
ordinate American Oil, Amoco Chemicals, 
Tuloma Gas 
coordinate Pan 


Myers will 
Petroleum, 


ager of employe 


and Merwin 


and public relations; 
Bristol, general counsel. 
Jacob Blaustein and Homer J. Livingston 


of Indiana Standard and will be chief 
executive officer following F. O. Prior’s 
retirement. Dwight F. Benton will con- 
tinue as marketing vice president, with 
supply and transportation added to his 
assignment; in his new position, however, 
he will not be concerned with daily opera- 
tions. 

Robert C. Gunness and George V. 
Myers remain executive vice presidents 


Service Pipe Line, Indiana Oil Purchas- 
ing, and Amoco Trading. 

S. A. Montgomery will continue as 
Indiana Standard’s vice president for 
manufacturing, with research and pur- 
chasing added to his duties. 

Other parent company board members 
who will continue in their present capac- 
ities are David Graham, financial vice 
president; J. Howell Turner, general man- 
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also remain directors, as does Lawrence 
A. Kimpton, who will join the company 
on a full-time basis when the University 
of Chicago selects a chancellor to replace 
him. He will be concerned with long- 
range planning. 

F. Cushing Smith, J. C. Ducommun, 
and William H. Miller will resign as di- 
rectors of Indiana Standard and will be- 
come directors of American. American’s 
board also will include L. W. Moore, 
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John E. Kasch, and Winston S. Peeler, 
who currently are board members, and 
Herman L. Boyle, Richard J. Farrell, and 
Philip C. White, now Indiana Standard 
executives, 

Moore will continue as president of 
American Oil. Smith, now parent-com- 
pany general manager of supply and 
transportation as well as a director, will 
be executive vice president. Ducommun 
also will leave Indiana Standard (as gen- 
eral manager of manufacturing and a 
director) to become vice president for 
manufacturing of American. Miller, now 
parent company director and general 
manager of sales, will become American's 
vice president for marketing. 

Kasch, now a vice president of Ameri- 
can Oil, will be general manager of sup- 
ply and transportation for the company. 
Boyle will be American’s general manager 
of administration; he’s now manager of 
the organization department of Indiana 
Standard. Farrell, now Indiana’s associate 
general counsel, will be general counsel 
for American. Peeler, now vice president 
of manufacturing of American Oil, will 
be general manager of employe and pub- 
lic relations. White, currently general 
manager of research and development for 
Indiana Standard, will have that position 
with American Oil. 

8 

A. J. Badger, president of Utah Oil 
Refining, will become regional manager 
of American Oil at Salt Lake City, in 
charge of the five-state market of Utah 


Oil Refining. P. L. Vander Jagt, Utah’s 
marketing vice president, will become 
regional marketing manager. 
e 

George F. 

Byrne of  Plain- 

view, N.Y., is the 

new executive sec- 
retary of Oil-Heat 

Institute of Long 

Island. He suc- 

ceeds Les’ Luk- 

kason, who is now 
with an advertis- 
ing agency in New 

York. Lukkason 

was named last 

year to succeed 
Bob Barr when the latter left to become 
sales manager of Jet-Heet Inc. 

Byrne has been active in fund-raising 
campaigns for the Salvation Army and 
Boy Scouts of America. 

e 

Russell Marks, executive vice presi- 
dent of Murphy Corp., has been named 
president of Lake Superior Refining, a 
Murphy affiliate. He succeeds Edwin F. 
Nelson, who is retiring as president and 
board member. Marks was already a 
board member before his appointment. 

° 

John M. Brown, refinery manager, 
will move into Nelson’s place on the 
board, and also takes over as vice presi- 
dent and general manager. Nelson will 
stay with the company as a consultant. 


Byrne 





YOUR PROFIT 


in fuel oil marketing is 
dependent upon efficient 
delivery procedures 


20 years ago curb to curb time of a domestic 


delivery truck averaged 


17 minutes. The use of 


the Scully VENTALARM® Signal reduced this time 
so that 10 years ago curb to curb time of an 


efficient operator had dropped to 


10 minutes. 


With the introduction of the Scully UNIFIL* 
System and other Scully delivery aids, further time 
savings were made possible. TODAY the curb 
to curb time can be 5 minutes or less. 


What is your curb to curb time? 


Write today for all the facts about the Scully 
developments which can help you make more money! 


SCcuU LL Y SIGNAL COMPANY 


MELROSE 76, MASSACHUSETTS 


IN CANADA: 


©1959 by SCULLY Signa) Company 
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E. S. Gallagher Sales, Ltd., 


0 Hafis Rd., Toronto, Ontario 





Tracy Bryan 

O. V. Tracy has retired as president of 
Esso Standard division, Humble Oil & 
Refining Co. William W. Bryan, formerly 
marketing vice president for Humble in 
Houston, will move to New York to 
succeed Tracy. 

Tracy has been affiliated with Esso 
Standard since 1930, primarily in the 
petrochemicals field. He served as presi- 
dent of the Enjay Co. Inc., Esso’s petro- 
chemicals marketing affiliate, from 1952 
to 1958. He was elected a director of 
Esso Standard in 1954, a vice president 
in 1956, and was named division presi- 
dent last December. 

Bryan began with Esso in 1923 in the 
Virginia-West Virginia sales division. He 
held various sales positions in the south- 
east, and became New Jersey division 
manager in 1949. He then was transferred 
to New York City as northern regional 
sales manager for Esso, and later became 
assistant coordinator of Jersey Standard’s 
worldwide marketing activities. In 1956, 
he was elected vice president and direc- 
tor of Carter Oil Co., now a division of 
Humble. 


Robert H. Scholl, 
formerly executive 
vice president of 
Esso Standard, is 
now director of 
public relations for 
Standard Oil Co. 
(N.J.), a newly 
created post. Stew- 
art Schackne, prev- 
iously public - rela- 
tions department 
manager for Jer- 

Scholl sey, takes over an- 
other new post as public-relations coun- 
selor, with specific concentration on 
planning and creative activities. 

Scholl joined Esso’s legal department 
in 1937, and later became general coun- 
sel for the company. He then became a 
vice president and member of the board 
of directors, and in 1959 was made ex- 
ecutive vice president. 

Schackne has been with Jersey since 
1945 when he became assistant public- 
relations manager. He became manager 
of the department in 1954. 

* 

D. C. Wixson is now administrative 
vice president for Sunray Mid-Continent 
Oil Co. With Sunray for 34 years, he 
was most recently administrative vice 
president for DX Sunray, one of the 
company’s principal subsidiaries. In his 
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ROYAL TANK TRUCK HOSE 





THE PERFECT LINK 


BETWEEN TANK TRUCK AND SERVICE STATION 


U. S."Royal Tank Truck Hose is the only hose your tank 
trucks need carry. It’s a two-hose in one, for both suction 
and discharge—saves the driver the time-wasting nui- 
sance of hooking one hose up for suction, and another 
hose for discharge. This Tank Truck Hose is lightweight, 
flexible, and still is highly kink-resistant. The Neoprene 
cover is compounded so as to be resistant to oil, weather 
and abrasion. Despite the toughness, its flexibility lets 


Mechanical Goods Division 


it conform to every movement of the operator. 

This hose is one of the complete line of “U.S.” oil 
marketing hose—each hose in the line is a time-and- 
work saver with superior features for specific jobs. 

e * + 
Get U. S. Royal Tank Truck Hose or any of the “U.S.” 
oil marketing hose from your Oil Equipment Jobber 
or write address below. 


United States Rubber 


WORLD'S LARGEST MANUFACTURER OF INDUSTRIAL RUBBER PRODUCTS 


Rockefeller Center, New York 20, N.Y. 


August, 1960 + NATIONAL PETROLEUM NEWS 


In Canada: Dominion Rubber Company, Ltd. 
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new capacity, Wixson will assume vari- 
ous administrative responsibilities for- 
merly handled by other officers. 


Charles A. Lockard, assistant secre- 
ary of Empire State Petroleum Assn. 
since February 1946, has been named 
secretary of the jobber group, filling the 
vacancy caused by the death of Harry 
B. Hilts. Lockard will remain in his 
new job for some months past his 
planned retirement on Oct. 1. 

Robert A. Stromberg is Lockard’s suc- 
cessor as assistant secretary. Stromberg 
formerly was assistant executive secre- 
tary for New York State Petroleum 
Council. 


John M. Shea 

Jr. is now market- 

ing vice president 

for American Pe- 

trofina Inc. Since 

1957 he has been 

marketing vice 

president of Ameri- 

can Petrofina of 

Texas, the com- 

pany’s main oper- 

= ating subsidiary, a 

ha post which he re- 
tains. 

Shea is a member of the API market- 
ing division’s general committee and a 
director of the Asphalt Institute. A na- 
tive of Santa Barbara, Calif., and a 











“MY DISTRIBUTOR SWITCHED T0 RICHFIELD— 
NOW I’M SITTING ON TOP OF THE WORLD!” 


All of your dealers — and you, too — will be sitting on top of the 
world when you team up with Richfield. You’ll get the very highest 
quality in products, in merchandising, in advertising, in supplier 
help and cooperation. PLUS the exclusive benefits of this unwav- 
ering policy: Richfield does not market its branded products in 
competition with Richfield branded distributors! Let’s sit down 
together and talk it over. Call or write Richfield now. 


Serving the Eastern Seaboard from Maine to Florida 


RICHFIELD 


OIL CORPORATION OF NEW YORK 
708 Third Avenue, New York 17, N. Y. 











graduate of the University of Washing- 
ton, he now lives in Dallas with his wife 
and three children. 

As marketing vice president for Ameri- 
can Petrofina, Shea will be in charge of 
the marketing of all of the company’s 
refined products. 


Bules 


Pure Oil Co. has promoted three men 
to top positions in its marketing division. 

Floyd W. Bules is general manager 
of retail marketing, a position formerly 
held by Harry L. Moir, retail market- 
ing vice president, in addition to his 
other duties. Frank H. Allen succeeds 
Bules as assistant general manager. Jos- 
eph H. Askren moves to Chicago from 
Detroit where he was manager of Pure’s 
northeastern marketing division, to be- 
come regional general manager for north- 
ern marketing operations. 

& 

D. R. Zachry, formerly executive vice 
president of American Petrofina of Texas, 
has been elected president of Delta Re- 
fining Co. He succeeds E. Constantin 
Jr., who is now Delta’s chairman of the 
board. 

Zachry has been in petroleum refining 
and marketing for 25 years, serving with 
the American Liberty Oil Co. as execu- 
tive vice president until its acquisition 
by American Petrofina of Texas in 1957. 

* 

William F. Kenney, vice president and 
general counsel for Shell Oil Co., has 
been elected chairman of the API’s com- 
mittee on public affairs. He succeeds 
Kerryn King, vice president of Texaco, 
Inc. 


Stinebower 


L. D. Stinebower has been named 
treasurer for Standard Oil Co. (N.J.), 
succeeding E. G. Collado, who is now 
a director for the company. Stinebower 


Stines 
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CAR EYES 
now... 


LAMPS 


This unusual cat with the headlamp 
eyes can help dealers boost their lamp 
sales this fall and cash in on one of 
the greatest markets ever! The cat is 
featured on AC Guide’s latest window 
trim, reminding customers to have their oe Re press pyrene ner Apso a 
’ r mar or o -] < 
— headlamps checked now. Urge inn te pin n ecien ioe deste to watch for beckeen weak, 
dealers to remind customers of the or burned-out headlamps, then sell AC Guide Powerbeam 50’s .. . 
coming dark driving months. Suggest a the headlamp especially designed for two-headlamp cars. 
thorough lamp check for all their cus- 
tomers’ cars. And remind your dealers 
that AC Guide offers a complete line of 


lamps and bulbs for every car. 
17 MILLION CARS WITH FOUR HEADLAMPS 
A big and growing market of late model cars with four headlamps! 
Dealers should have customers switch from low to high beams for 
a thorough lamp check. If dealers find trouble, urge them to sell 
AC Guide T-3 Safety Aim Headlamps in pairs. 


AC Guide Powerbeam 50 Headlamps give 
two-headlamp cars fifty extra feet of visi- 
bility on low beam. They have precision- 
ground “Guide Points” for perfect aiming 
and are available for all models. 


Miniature Lamps Mean Bigger Profits, Too! 


AC Guide also offers a complete line of miniature 


lamps. Remind dealers to check the parking lamps, ; AC Guide T-3 Safety Aim Headlamps are 
brake lamps, instrument lamps, dome cnd license ’ uitdinsti installed on more new cars than any other 
lamps on all their customers’ cars. If dealers find WG ryt {fir Mt brand. Like all AC Guide Headlamps, the 

; Wy T-3 has exclusive “Guide Points” for fast, 


burned-out bulbs, ask them to replace with the sig ; : 
accurate aiming, even in daylight. 


correct AC Guide Miniature Lamp. 





LET BE THE 
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For Extra Headlamp Profits: 











When one 4002 goes, chances are the other’s just about 
had it, too. Why wait? Save your customer time, trouble 
and inconvenience. Suggest that he replace ’em both... 
it only takes a few minutes more. And, this extra sale 
brings extra profit. 

Insure these extra profits with Tung-Sol Dual Vision- 
Aid Headlamps — initial equipment choice of leading 
car manufacturers. Dual Vision-Aid Headlamps provide 
the kind of illumination your customers should have: 


Replace Burnout and Mate 





sharper, more accurate low beams directed down the 
right side of the road, away from oncoming traffic... 
distance-devouring high beams that provide greater visi- 
bility and safety on the open highway .. . and long, 
reliable service. 

Insure your service work and your profits. Tell your 
supplier to make ’em Dual Vision-Aid Headlamps. 
Automotive Products Division, Tung-Sol Electric Inc., 
Newark 4, New Jersey. 








s) TUNG-SOL 


The only complete automotive lighting line 








HEADLAMPS 


186 


MINIATURE LAMPS - 


FLASHERS 
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Mack offers 


A new silhouette 
for feeding the jets 


Even stacked up against today’s sleek 
jet airliners, this Mack N Model is a 
sweet looking job. And, like its fa- 
mous B Model brothers, this low- 
silhouette aircraft refueler is the 
most rugged, reliable, economical 
performer in its field. Mack N Models 
give you— 

The power to move the goods. Whether 
it’s fuel for modern jets or a shipment 
of food, there is a spread of gasoline 
or diesel powerplants that will meet 
your every need for power and 
performance, 


Looking every inch the performer it is, this N Model Mack 5000 gal. 
fuel tanker services jet airliners at Philadelphia's International Airport. 


The stamina to move the goods. Macks 
are built to standards no other maker 
reaches. These brawny haulers are 
famous for the greatest freedom from 
downtime and road stoppages of any 
truck —anywhere. 


The handling characteristics to move 
the goods. For fancy footwork around 
an airport or swift mobility in con- 
gested areas, you can’t beat the N 
Model’s shorter length, optional pow- 
er steering, air-hydraulic clutch, or 
the panoramic visibility through its 
3600 sq. in. wrap-around windshield, 


MACK 


for over 7 straight years 


NO.1 


by far in sales of 
diesel trucks 


If you’re plagued by costs,’ con- 
gestion or competition—why not see 
your Mack branch or distributor and 
take a long look at powerful, depend- 
able Mack N Model trucks and trac- 
tors. There’s one that’s just right for 
you. Mack Trucks, Inc., Plainfield, 
New Jersey. Mack Trucks of Canada, 
Ltd., Toronto, Ontario. 


MAC K 


FIRST NAME FOR 


TRUCKS 


7225 
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was formerly executive assistant to the 
chairman of the board. D. E. Stines be- 
comes executive assistant to Leo D. 
Welch, recently elected chairman of the 
Jersey board. 

Stinebower joined Jersey in 1952 after 
18 years with the department of state, 
where he served in financial and advisory 
capacities. Stines has resigned as director 
and vice president of Creole Petroleum 
Corp., a Jersey subsidiary, to accept his 
new post. He’s been with the Jersey 
organization since 1929. 

® 
Carleton W. Blanchard, co-founder of 


Wyatt Inc., wholesale oil jobber in New 
Haven, Conn., has been named chairman 
of the board, a newly created post, after 
serving as president of the company for 
25 years. 

George Kinson Blanchard, former vice 
president of Wyatt Coal Sales Co., suc- 
ceeds the former as president. Other 
changes in officers include Dudley F. 
Blanchard, from vice president to execu- 
tive vice president; Maurice W. Powell, 
senior vice president; Benjamin F. 
Perkins., Jr., from sales representative to 
vice president; Walter P. Macauley and 
C. Theodore Krug, vice presidents. 





VIKING 288 PUMPS 


NOW IN 


17 TO 164 G.P.M. CAPACITIES 


Your distributor can quickly change this unit to meet your 


pumping requirements .. . 


17 to 164 G.P.M. 


This Viking 288 unit features the independently mounted 
gear reducer, which accepts any one of 5 helical gear reductions 
in the same case. Motor, pump and couplings can be changed 


quickly, too. 


For handling gasoline to lube oil, these units are the last 


word in smooth, quiet, positive self-priming operation. 


Long- 


lasting, heavy-duty construction means years and years of top 


service. 


For complete information on Viking 288 Pumps, plus the 
complete line of Viking petroleum pumps, ask for catalog GR. 


VIKING PUMP COMPANY 


Cedar Falis, lowa, U.S.A. In Canada, It’s ‘‘ROTO-KING'’ Pumps 


Offices and Distributors In Principal Cities 


+ See Your Classified Telephone Directory 





Charles B. Stone, 
president of C. B. 
Stone Inc., heat- 
ing-oil jobbership 
in Middletown, 
Conn., is the new 
president of Oil- 
Heat Institute of 
New England. He 
succeeds Marcel 
Fugere of Man- 
chester, N. H. 
Other officers 
are: George F. Cor- 
siglia of Geo. V. Corsiglia, of Greenfield, 
Mass., and Wat H. Tyler of The Wat 
Tyler Co., Waltham, Mass., as vice 
presidents, and Clarence H. Fay, secre- 
tary-treasurer. 

New members of the board are Alvin 
O. Bicknell of Alvin Hollis and Co., S. 
Weymouth, Mass.; Thomas P. Doyle of 
Doyle and Long, Wollaston, Mass.; 
Joseph Hernon of Hernon Oil Co., Dor- 
chester, Mass.; and Francis Gilbane Jr. 
of Gilbane Oil Co. Pawtucket, R. I. 

e 

Walter Smith, district manager for 
Esso Standard Oil Co. in Boston, has 
become one of the owners of Pleasure 
Island, an amusement park near Boston. 
The park, which opened last summer 
(NPN—Sept. p139), was sold to the 
new owners after financial troubles dur- 
ing its first year of operation. 

ae 

James B. Mc Nallen has received the 
API marketing division’s (New York 
Chapter) student honor award. Mc 
Nallen, presently a marketing assistant 
at API, was honored as this year’s out- 
standing business administration graduate 
in the New York City area. He is a 
graduate of New York University’s grad- 
uate school of business administration. 

> 

Elmer R. Bradley 

has been appointed 

assistant general 

sales manager for 

Sun Oil Co. He 

was manager of the 

company’s Middle 

Atlantic sales re- 

gion since 1957. 

Bradley joined Sun 

in 1933 and has 

held various sales 

positions including 

assistant manager 

of the central region. John K. McKee, 
formerly manager of the company’s Ohio 
Valley sales region, succeeds Bradley. 
Emery M. Osgood, previously assistant 
manager of the central sales region head- 
quartered at Pittsburgh, succeeds McKee. 


* 
Thomas D. Higgins Jr. has been named 
assistant manager of the Central sales 
region, succeeding Osgood. Francis 
F. Palmer succeeds Higgins as retail 
sales manager in the Ohio Valley region. 
William A. Romeiser succeeds Palmer as 
general manager of Sun’s industrial prod- 
ucts division, headquartered in Philadel- 
phia. 


% 
Humble Oil and Refining Co. has 
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AUTOQUIP LIFT RAISES, LOWERS CAR 
206,763 CYCLES WITHOUT INTERRUPTION 


First stage of Liftathon contest 


equivalent 


A remarkable record has 
been compiled by a standard 
Autoquip Lift. The first 
stage of the nationally 
famous Liftathon contest 
has ended with the Autoquip 
lift raising and lowering a 
full sized automobile 
through 206,763 cycles with- 
out interruption! 

The significance of these 
206,763 cycles is of vital 
importance to the petroleum 
industry and to service men. 
Based on the average opera- 
tion life of conventional 
rams and lifts, the Autoquip 
units scored an amazing 13 
times average life operating 
over a span of 3 months and 
10 days equivalent to 135 
years of typical operation. 

Sealed in a wire mesh cage, the 
Autoquip Lift has proved impor- 
tant savings in lift operation are a 
reality. Costly down time is liter- 
ally a thing of the past while the 
very low initial cost of the Space- 
Miser unit carries over the Auto- 
quip theory of economy in every 
aspect. However, despite the sav- 
ings, the safety, reliability and 
general construction of the lift are 
second to none. 


MEET THE WINNER: 


First prize in the first stage of 
the Autoquip Liftathon Contest 
goes to R. H. Johnson, Kansas City, 
Kansas, district manager, Ameri- 
can Petrofina Company. His guess 
of 172,800 cycles was closest to the 
tabulated 206,763 cycles and won 
for Mr. Johnson an RCA televison 
set. 





The Liftathon’s “sealed cage” that has the entire petro- 
leum industry talking Inside the cage, the automobile 
is continuously raising and lowering without pause. 


Autoquip ram and 
"Space-Miser” design 
gaining wide acceptance 


The Autoquip ram and Space- 
Miser lift used in the Liftathon 
Contest are rapidly finding wide 
acceptance with the major oil 
companies. 

Reasons for the multiplied Auto- 
quip installations are basically 
economy and greatly improved 
under-car room. As typified by 
Liftathon results, Autoquip lifts 
readily surpass the 10-year guar- 
antee attached to every unit. This 
assured economy, spread over a 
number of installations, totals to 
substantial amounts of cost and 
time. The dependability factor is 
also a consideration according to 
buyers. 

Individual service men are par- 
ticularly pleased with the Space- 
Miser design. More under-car 
working room is coupled with 
built-in ability to handle any car, 
foreign or domestic, regardless of 
its year of manufacture. 





with 


with 
Brand A _ Brand B 


as 


UP 


to 13 times average lift life! 


Still 2 stages 
left to Liftathon 
Contest... 


Fantastic as the 206,763 
cycles of operation of an 
Autoquip Lift may be, it is 
only part of the story. The 
Autoquip ram has merely 
completed its first stage of 
life and the second stage of 
the contest is already in 
operation with a third stage 
still to come! 

The first stage ended with 
one side of the “double life” 
seal wearing out. This seal 
has been reversed under the 
strict monitoring of the 
impartial board of judges, 
Howard Karig, Sears-Roebuck; 
Howard Elwell, Standard Oil; and 
Ray Kelly, McGraw-Hill. To 
petroleum men, this double life 
means far more service without 
maintenance or time waste. 


As the seal was turned over, a 
feeler gauge measured the initial 
clearance of 4-1/2 thousandths of 
an inch between the bearing and 
the ram and determined no ap- 
preciable wear. At present, it 
appears final tabulation will prove 
Autoquip’s lifts offer elimination 
of any down time! 


Write today for further details of 
Space-Miser abilities and costs 


CORPORATION 





Se A 


1140 SOUTH WASHTENAW e¢ CHICAGO 12, ILLINOIS 
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THE CAP 
THAT STAYS 
ON— 

EVEN WHEN 
IT’S OFF! 


CONTINENTAL'S NEW ALL-PURPOSE FLIP CAP" 


Continental presents new packaging beauty with econ- container can be fully lithographed—no solder splashes, 
omy and convenience, too... Flip Cap* can, with drip- no flux spots or heat scorching. For the full story, 
less pour spout, is perfect for practically all liquids and ASK THE MAN FROM CONTINENTAL! 

granulated products now packaged in round or oblong g 

nozzle-type cans. 


Continental’s new plastic Flip Cap is permanently 
hinged to its dripless pour spout—snaps back and stays 
open, snaps shut and stays shut. Inserted into the top 
of the can after tilling, Flip Cap permits higher filling 
speeds through a larger opening. And the top of the 


d 


Cap can’t be lost—permanently 
attached by a hinge. Flip Cap Applied after filling, Flip Cap 
is available in either ¥/2- or nozzle can be inserted auto- 
Available in a wide variety Y%-inch opening, and in a va- matically at 200 per minute. 

anes eens riety of colors. Full lithography on top of can. 








*Patents pending 


E CONTINENTAL CAN COMPANY 


Eastern Division: 100 E. 42nd St., New York 17 
Central Division: 135 S. La Salle St., Chicago 3 
Pacific Division: Russ Building, San Francisco 4 
Canadian Division: 790 Bay St., Toronto 1 
Cuban Office: Apartado 1709, Havana, Cuba 
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named three executives to new positions 
in its headquarters organization: 

Dr. Richard J. Gonzalez has been 
elected a member of the board of direc- 
tors. He was formerly coordinator of 
finance and economics for Humble. Her- 
man P, Pressler Jr., formerly vice presi- 
dent and member of the board of man- 
agement of the Humble division, is now 
vice president and manager of public 
relations. He will be associated with 
Joseph L. Seger, former president of the 
Carter division, now vice president of 
public affairs at Humble. Dr. Charles F. 
Jones, formerly manager of the manu- 
facturing department of the Humble di- 
vision, becomes manager of the econom- 
ics and training department, a new post. 

© 

Russell G. Stewart and his son, Dean 
R. Stewart, operators of the Stewart Oil 
Co. of Champaign-Urbana, IIl., have be- 
come exclusive distributors for Gulf Oil 
Corp. The partners formerly had been 
Phillips distributors in the area. Stewart 
Oil has 14 retail outlets and three bulk 
plants. Russell Stewart is director of the 
Illinois Petroleum Marketers Assn. and 
a member of NOJC. 


. 

P. S. Magruder has been named assist- 
ant to the president of Mobil Oil Co. 
Magruder was formerly executive vice 
president of General Petroleum Corp. 
until its merger with Mobil. He will re- 
side in Los Angeles and be principally 
concerned with the Pacific Coast area. 


Deaths... 


James A. Ahearn, 
58, executive vice 
president and di- 
rector of Sinclair 
Refining Co., died 
July 11 after a brief 

illness. 
He joined Sin- 
clair in 1924 in its 
New York account- 
ing office, and 
moved on to serve 
in its division of- 
fices in Kansas 
City, Chicago, and Fort Worth. He re- 
turned to the New York office in 1942, 
and in 1959 was made manager of the 
company’s transportation, supply, and dis- 
tribution department. After becoming a 
member of the board of directors, he was 
elected executive vice president and chair- 
man of the executive committee in 1958. 

Ahearn was active in industry affairs 
concerned with transportation of crude 
oil, and was a member of the API’s gen- 
eral committee, division of transportation. 

He is survived by his wife, a married 
daughter, a brother, and three sisters. 

* 

'D. R. Ferris, 56, division general man- 
ager of Gulf Oil Corp.’s Boston office, 
died July 4 at Oakbeach, Long Island, 
where he had been vacationing. He had 
been in poor health for some time. 

Ferris began with Gulf in 1938 as a 
sales representative in the Boston area. 
After serving in various sales capacities, 











The 80 FLEET-LINER 


-++ HIGH Speed for HIGH 
gallonage at really LOW price! 
The 30 g.p.m. model cuts “Gas- 
UP” time in half—doubles cus- 
tomer satisfaction. 





... So BIG in per- 
formance . . . So 
small in size and 
price. Three ver- 
satile models to 
choose from in 
the 14 g.p.m. 
Series 200 COM- 
PACT. 








Model 250 








ECONOMIZER 


. . . For the ulti- 
mate in economy 
and a wide variety 
of jobs, the 900 
Series is the an- 
swer. .. Available 
in three models... 
all 14 g.p.m. 
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The New 9O \P RIAL 


... All around economy and superb 


performance . . . PLUS!!—the 90 is 
lower in Ist cost . . . easier to handle 
and install . . . negligible to maintain 
. . » Delivers a fast 14 g.p.m. of ac- 
curately metered product. 





Write for NEW Quick 
Reference Catalog TODAY 
REPRESENTATIVES EVERYWHERE 


WM. M. WILSON’S SONS, INC. 


LANSDALE, PA. 
Manvtacturers of Gasboys, 
Keroboys, Oilboys and Rotaboys 


j 








‘4 i 
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DISCHARGE 


BOUGHT zaz BECAUSE OF ITS GOODALL 


LABEL... BOUGHT Cgacze amd Again 


BECAUSE OF EXCEPTIONAL SERVICE 


Smooth Bore. “Synplastic’® Tube and Cover. 
Wire-Reinforced High Tensile Fabric Carcass. 
Sizes 4" to 12" |. D. Maximum Lengths of 50 Feet. 


“If it’s GOODALL, it MUST be Good!” 


Contact Our Nearest Branch for Details and Prices 


Standard of Quality—Since 1870 HOSE + BELTING - FOOTWEAR + CLOTHING 
Oo AND OTHER INDUSTRIAL RUBBER PRODUCTS 


GENERAL OFFICES, MILLS and EXPORT DIVISION, TRENTON, N. J. 


BRANCHES AND DISTRIBUTORS THROUGHOUT THE UNITED STATES. 
IN CANADA: GOODALL RUBBER CO. OF CANADA LTD., TORONTO. 
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he entered the U. S. Army-Air Force as 
a captain in 1942. He rejoined Gulf in 
1945 in the Boston office, and held vari- 
ous positions until he was appointed di- 
vision general manager in 1952. 

© 

Jean Hardesty, 49, chief engineer of 
Signal Oil Co. and a member of the 
operations and engineering committee of 
API, died April 12 in San Gabriel, 
Calif. 

Hardesty, who had been with Signal 
since 1938, originally came from Illinois. 
He moved to California in 1923 and 
specialized in industrial design, winning 
two first place awards in national com- 
petition. Later he designed the first all- 
porcelain and aluminum service station 
in southern California. 

. 

Sue Lally, 46, for 12 years the secre- 
tary of the Oil Men’s Club of Greater 
St. Louis, was killed in June by an out- 
of-control automobile. 

a 

Leonard P. St. Clair, former president 
of the Union Oil Co., died in June at 
the age of 89 after a long illness. 

Throughout his life, he was a staunch 
supporter of the independent oil pro- 
ducer, and had been president of the 
Independent Oil Producer’s Agency from 
its inception 56 years ago until his re- 
tirement in 1957. 

His association with Union Oil Co. 
began in 1909, when he represented the 
independent producers in the San Joaquin 
Valley. He became a member of the 
board of directors in 1920, a vice presi- 
dent in 1922, and executive vice presi- 
dent in 1929. He was elected president 
in 1930, and board chairman in 1938, 
in which capacity he remained until he 
retired in 1939. 


Freedomland 
(Begins on page 114) 
cludes Amoco stations). 

Beside the space station is the Satel- 
lite City Turnpike, another Freedom- 
land concession erected by Amoco. 
Here, for 50¢, you can ride a minia- 
ture sports car through a countryside 
decorated with an ad agency’s concep- 
tion of the billboard of the space age. 

In addition to the exhibits, Amoco 
is building a superstation at the en- 
trance to the park. The station, to be 
completed this month, will feature 
extra-large restroom facilities. And for 
the first time, Amoco will use 10 
“mailbox” pumps, similar to the ones 
displayed at Satellite City Turnpike 
(see picture, page 115). 

The station will service an 8,000- 
car parking lot. A jeep and panel truck 
will offer emergency fuel and service. 

Amoco is promoting its displays 
through its dealer magazines and also 
to the public within a 100-mile radius 
of New York City. 
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More quality—More for your money=— 


. »» One Source 


... One Delivery 4 


.»+One Manufacturing Responsibility for — 
all of the prefab structural units listed below. 
Means quicker delivery—no delays—fast erection. 








x | 
Frame: All Steel 
Roof: SO) ¢-1-1 Mo) 01-10 -1 0M of-1 au (e)h-) 6-9 at -101-1-) ¢¢- Mn le) (0) 4d] oN} ¢-1-) Mi cole) Mel -.o1 om Maal “410. MAJOR FEATURES: 
Tir-JUir- dle] amu oso) hYaw- EJ olar-] hau cole)ilaloammoreleland-iail-l-jal-l0 May aam 4-1 0)-4- me s- 17-1 a 
ized iron gutters and downspouts Structural sections and panel design feature 
are produced t your requirement The 
Sash: Steel—Fenestra (Fenlite finish) flexibility of the Davidson Structural Syaten 
~ 7 Jane + f re F r € 3 
eactatls : Phage i : 
€ ositive eveling 6 
Walls: Porcelain enamel panels finished in color specified : 
reducing the necessity strict f i 
Interior Porcelain enameled panels with 1” fiberglass sound deadening in 25 : Exterior walls are ; 
Walls: restroom walls. 1” insulation all interior panels se bani recor: vont a opamhtel 
roof beams. Ventilated walis allow for 
Ceilings: ado] cen -1t- 11mm -1ar- feat] Mm ey-Jal-1 0mm ilall-jal-le Mla ove) (0) 6-me-yel-lelbi[-ve| automatic drainage of condensation. Tt 
resistance of Dav a archite 2 
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Joints: Thiokol caulking $ a major advantage keeping stat 
Glazing: Ci Tyme Dale me cdt-P4lalommorelaale)(-2c-) peel ciers ss 2 2 
g f tenance to an ail time low 
Overhead T ear more about Dav 
Bay Doors: i colele Mme] amelie iaatiale ian) Porcelain PreFab Stee! Stations, ca 
write your nearest Dav stall fistribu 
Doors & sted under “porcelain ename 
Hardware: Fenestra flush panel steel doors, steel frames, and hardware yellow: pages or contact 
Erection: By Davidson Franchise Dealers. DAVIDSON ENAMEL PRODUCTS, INC. 
| Subsidiary of Fenestra, In 


(OF el-1alial-4-n ie] am -1i-100 da (or-| Pam) LO lente) ial-ame- tale Mal-t-bdlal-@ Glaleil0lellal-ae-j eae loud ie] m-10] ol elelac-miels 1123 East Kibby Street, Lima, Ohio 
heating) are all provided. Structural supports are also provided for overhead reel 


iTUlelacer-Relelam-se 10 ll elesl-lale 


Rie i on eames 
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TECHNICAL SERVICE Send to office nearest you. 
NEW YORK 36: P. O. BOX 12 

; ; : CHICAGO 11: 520 N. Michigan Ave. 
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cc Wl write specifications and sales literature and qualified to handle entire Service Department, 
light oil burners, large independent fuel oil 


® * give technical assistance to sales depari ment. dealer established 25 years on Long Island. 
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solid administrative and creative experience 
Five years of Tretolite laboratory planning, organizing, executing, evaluating ad- 
tests and two years of Dicisenarcea) | vertising, programs, newspaper, TV radio. out- 
I | door, co-op programs, sales training, dealer 
testing lave proved the supe riority helps. Worked with hundreds of retailers, whole- 
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marily an inhibitor, minimizes the i i i 
‘ fi zs ki bl s t le - 
formation of insoluble residue and One 3 compartment 4,500 gallon capacity telbuler wlth ais at Ee 10 ‘million < fue 
ificati Trailmobile, Semi Tank Trailer, 3” lines, side ; a . . : 
emulsification. thereby preve nting bee artnet ’ and gasoline. Owners may have other interests 
sludging resulting from poor water = ; $ 500.00 = meee eer Oe eee ote, gy At mona 
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Imagine the savings in valves, flanges, piping and fittings made 
possible by this Rockwell Multiport lubricated plug valve. 


HOW TO SOLVE 3 & 4-WAY FLOW PROBLEMS 


Rockwell-Nordstrom Multiport lubricated plug 
valves can slash costs and reduce operating prob- 
lems where flow must be shunted in three or four 
directions. Since one Multiport can replace as many 
as four conventional valves, initial cost savings are 
great. Also, the costs of flanges, piping and fittings 
are substantially cut. Rockwell-Nordstrom Multi- 
port valves can be provided in some 14 different 
arrangements to suit your manifolding. 

Like all other Rockwell-Nordstrom /ubricated 
plug valves (the world’s most complete line) Multi- 
ports stay in service longer and cost less to use. 
Lubrication prevents metal to metal wear and the 
vital seating surfaces are never exposed to fouling 





or contamination by line materials. Write for com- 
plete details or have a Rockwell field engineer call. 
Rockwell Manufacturing Company, Dept. 100-H, 
Pittsburgh 8, Pa. Canadian Valve Licensee: 
Peacock Brothers Limited, Montreal. Rockwell 
International, S.A., Geneva, Switzerland. 


Lubrication Makes The Difference 


ROCKWELL-Nordstrom VALVES 


another fine product by 


ROCKWELL 


Rockwell-Nordstrom 3-way Multiport valves greatly simplify 
tank switching while assuring positive shut-off and depend- 
able, lubricated operation. 
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“Since standardizing on Trojan HM 
‘Moly’ Grease, my gasoline sales 
alone have gone up 35%. TBA and 
oil sales are up and I’ve gotten new 
customers from way out of town.” 
Joe Scillieri, Jor’s Crttes SERVICE 
Station, Hackensack, N.J. 


“Once a customer tries Esso MP 
Grease (‘Moly’) he can feel the dif- 
ference immediately. And each time 
he comes back, we get a chance to 
sell more gas, oil and TBA than we 
ever did before.” Jim  Elborn, 
ELBORN’s IMPERIAL Esso SERVICE 
STATION, Don Mills, Ontario. 


“Word about my Mobilgrease Special 
(with ‘Moly’) lube jobs spread fast. 
I began to pick up a lot of new local 
business, repeat business. Sold a lot 
more gasoline, oil and TBA.” Richie 
Christenson, Ken West Mosir 
SERVICE STATION, White Plains, N.Y. 


How “MOLY” multi-purpose greases 


boost service station traffic 


A good, profitable service station business is 
built on confidence in the operator. And, nothing 
builds confidence as fast as benefits customers 


can notice right away. 


Easier steering, no squeaks, quieter riding — 
customers can feel these benefits within a few 
blocks when they get a “Moly” multi-purpose 
grease job for ball joints, wheel bearings and 
other grease lubricated parts. 

The reason: ‘‘Moly’’? Greases contain 
Molysulfide®, an additive that puts extra 


lubricity into a grease, gets in between rubbing 


metal surfaces fast .. . and stays there! Won’t 


squeeze out or wash out. 


Result: Customers not only come back for 
repeat jobs, they become service stations’ best 
salesmen. New customers come in. From then 
on, it’s up to each dealer to take advantage of 


the increased traffic. 


Get the facts on what “Moly” Greases can do 
for service station sales. For details, write Climax 
Molybdenum Co., Div. of American Metal 
Climax, Inc., 1270 Avenue of the Americas, 
New York 20, N. Y. 


““MOLY’’ GREASE SUPPLIERS: 


Amoco « Cities Service +» Conoco + Crown = Frontier « Gulf - Jenney + Mobil + Pennzoil + Phillips + Sinclair + Skelly « 


Std. of Ind.« Std. of Ky» Sunoco+ Texaco CANADA: B-A+ Canadian Oil Cos. Cities Service » Esso Imperial » Sunoco « Texaco 





e A in Arithmetic—Wags went to work immediately after 
the announcement that Phillips, whose brand is ‘66’, has 
acquired 12% stock holdings in Union Oil, whose brand 
“70. 

“They'll come out with a new name and call it ‘142’,” 
speculated one. 

“Or else they'll split the difference and call it ‘71’,” 
rejoined another. 


e Bureaucracy. A major company’s electronic account- 
ing machine flipped and issued a blank paycheck to 
one of the company’s lower-management men. He 
opened the envelope, shook his head, and turned to the 
man at the next desk. “Just what I’ve been afraid of,” 
he confided. “My deductions have finally caught up with 
my salary.” 








“How long have you been 
open around the clock?” 
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“Charlie, you smiled! That’s the first time 
since you got back from your vacation!” 








e The Little Cars. In Waxahachie, Tex., a neighbor 
was surprised to see a tiny, economical foreign car in 
the garage of a well-to-do oilman who always drove a 
Cadillac. “Are you saving money by using this as a 
second car?” asked the neighbor. 

“Nope,” said the oilman, “I use the little car to 
stand on when I wash my Cadillac.” 


“Clyde, mah oldest boy, he picked up all sortsa useless ideas at the university.” 
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STEEL SURFACE 


Stays brighter 
longer! 


TOKHEIM STAINLESS 


are Tan PRES Oe REET 
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Tox time 


THis SALE 





No metal finish compares in brilliance 
or permanence to the bright, annealed, 
nickel-bearing stainless steel used on the 
exterior surfaces of Tokheim pumps. It 
gleams like a mirror, won't chip or rust, 
is hard to mar, and is virtually impervious 


to the elements. This finer metal finish is 
typical of the constant attention to detail 
that is given to Tokheim pumps. In 
scores of ways it adds up to better serv- 
ice, over a longer period, and at less cost. 
WRITE FOR NEW BULLETIN TODAY! 


SYMBOL OF EXCELLENCE 


TOKHEIM CORPORATION 


FORT WAYNE, INDIANA 


= /OKHEIM 


GASOLINE PUMPS as “ ain 
Subsidiaries: GenPro Inc., Shelbyville, Indiana; Tokheim of Canada, Ltd., 
Toronto, Ontario; Tokheim International A. G., Lucerne, Switzerland. 














A. 0. Smith key-stop totalizers add up to faster truck 
deliveries at a major oil company’s Mississippi River terminal 


This Cape Girardeau terminal is the 
last word in automatic, around-the- 
clock loading operation. Just a turn of 
a key and A. O. Smith key-stop meters 
serve drivers at any time of day or night. 

Cape Girardeau’s superintendent is 
enthusiastic about the way these me- 
ters have eliminated congestion at the 
loading rack —- drivers load up in a 
hurry with no need to wait their turn. 
He also likes the way A. O. Smith 
meters mind their own business — give 
an accurate record of every drop with 
fewer loading and office personnel. 
Drivers like them too! They find that 
their keys unlock new opportunities for 
saving time — more trips per day mean 
more profits. 


Key-stop metering systems can start 
your loading operation off to new effi- 
ciencies. For the full story, contact your 
representative or write direct. 


Through arc a better way 
AO.Smith 


Smith- Cri Division 


Factory: 1602 Wagner Ave., Erie, Pa. Offices: Atlanta 5, Ga 
Chicago 3, IIl.; Houston 2, Texas; Los Angeles 22, Calif., 
New York 17, N. Y.; Oakland, Cailf.; Tulsa, Okla. Canada 
Toronto 12, Vancouver 1 


A. 0. Smith INTERNATIONAL S.A., Milwaukee 1, Wis., U.S.A 





